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ri’^HE  purpose  of  this  bot)k  is  to  show  you  how 
-1-  to  make  better  advertisements — to  tell  you 
definitely  and  specifically: 

'  -how  to  choose  effective  ajjpeals 
— how  to  \\Tite  headlines  that  are  “stoppers” 
-  how  to  write  copy  that  sells 
— how  to  make  all  kinds  of  layouts 
— how  to  get  attention  by  using  brides,  babies, 
animals,  cartoons,  comic  strips,  etc. 

— how  to  use  sex  apj)eal 

— how  to  use  humor,  horror,  news,  curiosity, 
and  self-interest 

— how  to  introduce  new  products 
— how  to  sell  several  j)roilucts  in  the  same  ad, 
— how  to  handle  contests,  premiums,  and  free 
b  offers 

^  -  how  to  build  prestige 

— how  to  increase  coupon  returns 
-diow  to  get  orders  by  mail 
— how  to  make  j)eople  follow  your  ads  week 
after  W’eek  and  month  after  month,  just  as 
they  follow  a  continued  story 
— how  to  make  advertisements  achieve  the  pri¬ 
mary  purpose  they  are  intended  to  achieve; 
namely,  to  sell  more  merchandise. 

The  method  of  presentation  is  the  “case 
method.”  One  hundred  advertisements  that  were 
outstandingly  successful  in  producing  results  are 
reproduced  just  as  they  appeared  in  publications 
'^except  that  color  is  omitted).  These  ads  are  taken 
aparc  and  analyzed — headline,  layout,  illus¬ 
trations,  and  copy — section  by  section,  feature 
by  feature — in  order  to  show'  you  how  they  work, 
why  they  w'ere  successful,  and  how  you  can  take 
these  successful  methods  and  use  them  as  your 


For  your  convenience,  the  book  is  arranged  as 
follow's : 

(a)  The  100  advertisements  are  printed  on 
right-hand  pages,  W'here  you  can  most 
easily  see  and  study  them. 

(b)  The  discussion  of  each  advertisement  is 
printed  on  the  left-hand  page  facing  it. 
This  is  to  enable  you  to  have  the  advertise¬ 
ment  constantly  before  you  while  you  are 
reading  the  facts  about  it. 

(c)  A  system  of  reference  numbers  is  used  to 
tie  up  the  text  wdth  the  illustrations.  For 
example,  if  a  large  numeral  (T)  is  placed 
alongside  the  headline  of  an  advertisement, 
a  similar  numeral  0  is  placed  alongside 
the  paragraph  in  the  text  which  discusses 
the  headline. 

Important:  There  are  definite,  proved  reasons 
for  the  inclusion  of  every  single  advertisement. 
Mere  opinions  and  personal  preferences  are  not 
considered  sufficient  reasons. 

Of  course,  there  are  hundreds  of  advertisements 
whose  proved  records  of  success  entitle  them  to  be 
included  in  a  book  of  this  kind.  However,  in  order 
to  keep  the  book  within  the  liinits  of  a  single 
usable  volume,  it  wms  necessary  to  boil  the  list 
dowm  to  too  examples. 

Here  are  some  of  the  factors  that  have  been 
used  as  guides  in  the  selection  of  these  adver¬ 
tisements  : 

The  sales  directly  traceable  to  individual  adver¬ 
tisements,  w'herever  this  information  wms  avail¬ 
able. 
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Coupons,  sample  refiuests,  and  other  forms  of 
direct  inquiries. 

The  number  of  bo.x  tops  and  coins  received 
from  advertisements  offering  premiums,  etc. 

The  number  of  entries  received  in  the  case  of 
contest  advertisements,  with  especial  emphasis  on 
entries  accompanieil  by  proof  of  purchase  of  the 
product. 

Mail  order  sales  in  the  case  of  mail  order 
advertisements. 

The  tabulated  results  of  asking  thousands  of 
magazine  readers  which  advertisements  they  have 
noticed  and  reail  in  current  publications. 


And  finally,  the  e.xperience  gained  over  a  period 
of  years  through  millions  of  dollars  spent  in 
testing  advertisements  to  find  out  which  sell  the 
most  goods.  In  other  words,  every  recognizeil 
device  has  been  brought  to  bear  to  make  certain 
that  the  methods  explained  in  this  book  are 
methods  that  work. 

For  assistance  in  the  preparation  of  this  bouk, 
thanks  are  due  to  M.  V.  Caples,  the  B.B.D.O. 
Library-Research  Department,  Mr.  William  I. 
Orchard,  Mr.  Robert  Uhl,  and  Mr.  Herbert  West. 


New  York, 

December^  1937. 
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I  HAVE  known  John  Caples  for  about  ten  years, 
and  during  that  time  have  published  in 
Advertising  &  Selling  upwards  of  twenty-five 
articles  written  by  him.  lo  my  mind,  the  chief 
value  of  his  writing  is  that  it  is  based  on  facts 
rather  than  on  opinions. 

Mr.  Caples  began  his  advertising  career  as  a 
writer  of  mail  order  copy — a  type  of  work  where 
every  adA’^ertisement  can  be  measured  by  the 
actual  sales  it  produces.  In  1927  he  went  into 
general  advertising  and  carried  with  him  the  hard- 
boiled  viewpoint  of  the  mail  order  man.  He 
applied  mail  order  tests  to  general  advertising, 
and  where  these  could  not  be  applied,  he  devised 
^^w  tests.  In  1932  he  wrote  the  book  Jested 
Advertising  Methods,”  which  became  a  best 
seller  in  the  advertising  field.  In  1936  he  wrote 
another  volume  entitled  “Advertising  for  Imme¬ 
diate  Sales.”  Also  in  that  year  he  was  appointed 
by  the  Association  of  National  Advertisers  and 
the  American  Association  of  Advertising  Agencies 
to  serve  on  a  committee  to  study  methods  of 
testing  advertising. 


This  third  volume,  “Advertising  Ideas,”  is 
different  in  a  number  of  respects  from  any  adver¬ 
tising  book  ever  published  before.  The  earliest 
advertising  books  showed  advertisements  which, 
in  the  opinion  of  the  authors,  were  worthy  of  note. 
Certain  recent  books  have  reflected  the  scientific 
trend  of  the  times  by  showing  advertisements 
with  proven  records  of  success.  This  book  not 
only  shoAA’s  you  successful  advertisements,  but  it 
tells  you  how  to  produce  successful  advertise¬ 
ments.  The  book  will  help  writers  because  it  tells 
how  to  w'rite  copy  that  attracts  readers  and  pro¬ 
duces  sales.  It  will  help  artists  because  it  shows 
how  to  produce  layouts  that  get  attention.  It  w'ill 
help  advertising  managers  and  other  executives 
whose  work  touches  advertising  and  sales.  Also 
teachers  of  advertising  and  students  will  find 
here  a  simple  explanation  of  how  to  build  good 
advertisements.  Above  all,  the  younger  man  in 
advertising,  the  man  whose  future  depends  on 
knowing  the  latest  scientific  methods,  will  learn 
from  this  book  how  to  make  advertising  make 
money. 

Frederick  C.  Kendall, 

Editor,  Advertising  &  Selling. 
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A  Practical  Guide  to  Methods  That  Make  Advertisements  Work 


Advertising  the  Cheerful  Side  of  the  Story 


SOME  adverlistrs  make  themselves  known  by 
spending  large  sums  of  money  annually. 
This  is  called  “tonnage  of  advertising.”  Others, 
such  as  the  Phoenix  Mutual  Life  Insurance 
Company,  accomplish  results  by  spending  rela¬ 
tively  small  sums  of  money  scientifically . 

Every  new  Phoenix  Mutual  advertisement  is 
first  tested  for  .sales  re.sults  in  a  single  publication. 
Only  the  advert i.semeiits  which  produce  a  large 
number  of  coupons  and  sales  are  used  in  national 
magazines. 

The  advertisement  at  the  right  appeared  in 
Collier  s  ami  other  Jiational  magazines.  It  is  a 
tested  advertisement. 

Note  the  cheerful,  self-interest  approaeh  of 
this  advertisement.  It  features  the  money  you 
get  when  you  retire,  instead  of  the  money 
your  widow  wouhl  get  if  you  were  suddenly  taken 
away. 

Note  the  extremely  long  copy.  Most  advertisers 
would  hesitate  to  use  so  much  text.  They  would 
say,  “So  few  people  will  read  it.”  It  is  true  that 


not  many  people  read  lengthy  advertisements 
clear  through.  But  people  who  are  really  inter¬ 
ested — in  other  words,  the  real  prospects  for  a 
Retirement  Income  Policy — will  read  every  word. 

This  advertisement  gets  results  as  follows: 

(T)  (?)  @  A  quick  message  is  conveyed  to 
glancers  by  the  illustration,  the  headline,  and 
the  name  plate,  “Phoenix  Mutual.” 

@  (4)  The  copy  contains  a  long  sales  message 
for  those  who  are  really  interested.  Incidentally, 
the  panel  at  the  left  @  is  a  complete  advertise¬ 
ment  in  itself.  The  three  columns  at  the  right  (s) 
also  tell  a  complete  story.  Actually  two  advertise¬ 
ments  have  been  compressed  into  a  single  page. 

(?)  The  coupon  offers  a  free  booklet  containing 
further  information.  This  selects  the  so-called 
“hot  prospects” — the  people  who  are  likely  to 
buy  immediately  if  properly  approached  by  a 
salesman. 


PHOENIX  MUTUAL,  one  page,  black  and  white,  various  magazines. 


How  o  man  of 
40  con  retire 
5  in  15  years 


li  makes  no  difference  if 
carefully  laid  plans  for  sai^m 
have  been  upset  during  the  p**’ 
few  years.  It  makes  no  dtflercoee 
if  you  are  worth  half  as  much  to 
day  as  you  were. 

Now,  by  following  a  simple 
definite  Retirement  Income  PU«. 
you  can  arrange  toQuit  work  for 
ever  fifteen  years  from  today  with 
a  monthly  income  guaran-ted 
you  for  life. 


A  Guaranteed 
Income  for  Life 

Here  is  what  *200  a  month  Re 
tirement  Income,  payable  at  age 
55,  will  do  for  you: 

ft  ^oarontaei  whan  you  or*  55 
an  income  of  $200  a  month  for 
life.  This  income  cannot  stop  uft- 
til  at  least  $20,000  has  been  paid, 
and  you  can  get  as  much  as  $25. 
000,  $30,000  or  more,  depe»d»nf 
only  upon  how  long  you  live. 

This  important  benefit  is  avail¬ 
able  alone:  but  if  you  are  m«if- 
able,  additions  can  be  made  to 
your  plan  by  which— 


RETIRE  AT  55  on  O 

200  A  MONTH” 


ifh  fraftt 


It  guoi 

oecidantal  tnaons  hafara  oga  55 
a  Cash  Payment  to  your  beoe 
ficiary  of  $40,000.  Or  a  monthly 
income  for  life. 


It  guarantaas  upan  daath  tram 
ony  othar  causa  bafara  aga  55 
a  Cash  Payment  to  your  bene¬ 
ficiary  of  $20,000  Or  a  monthly 
income  for  life. 


Here’s  your  chance  to  find  out  how  little 
it  costs  to  retire  at  55,  60,  or  65  with  a 
monthly  income  of  $100,  $200,  $300  or 
more  guaranteed  to  you  for  life. 


either.  If,  before  I  reach  55,  serious  ill¬ 
ness  or  accident  stops  my  earning  power 
for  six  months,  then— so  long  thereafter 
as  I  remain  disabled — I  don’t  have  tc 
pay  any  premiums  that  fall  due,  and 
I’ll  get  a  Disability  income  besides.’* 
"Fine.  Can  you  tell  me  how  much  this 
new  Retirement  Income  Plan  would  cost 
me 

What  Do«s  It  Cost? 

"How  much  you  need  to  save  each  month 
depends  on  how  old  you  are,  when  you 
want  to  retire,  and  the  size  of  the  income 
you  will  want. 

"Why  don't  you  write  for  the  book 
called  'The  Phoenix  Mutual  Retirement 
Income  Plan’?  They’ll  mail  you  a  copy 
free.  *It  tells  all  about  how  the  plan 
works  and  what  you  get.” 


I’LL  DRAW  an  income  of  $200  a 
month  for  the  rest  of  my  life,  as 
soon  as  I'm  55,”  said  a  certain  man 
talking  of  his  plans  for  the  future. 

"How  can  you  do  it  on  your  salary?" 
asked  his  friend. 

"Easy,”  said  the  first  man.  "I’m  buy¬ 
ing  a  Retirement  Income  on  the  install¬ 
ment  plan.  My  income  of  $200  a  month 
begins  when  I'm  55,  and  it’s  guaranteed 
for  life. 

"What’s  more,  if  I  should  drop  out  of 
the  picture  before  my  retirement  age, 
my  wife  would  get  a  regular  monthly 
income  for  the  rest  of  her  life.” 

"That  sounds  good,"  said  the  other, 
"but  what  if  you're  totally  disabled,  and 
can’t  make  your  payments?” 

"I  don’t  have  to  worry  about  that 


It  g  uorent**»  In  p**”* 

menunt  tot«l  PltuhUHy  hv4«r« 
og*  55  a  Monthly  Income  fur 

you. 


An  Inveitmant  Thot- 

Write  the  necessary  information  in  the 
coupon  below  and  send  it  now.  You 
will  be  mailed  a  24-pagc  book  that  tells 
all  about  this  new  plan.  It  tells  how  you 
can  provide  money  to  leave  your  home 
clear  of  debt,  money  to  send  your  son  to 
college,  money  for  special  needs.  It  tells 
how  this  plan  is  backed  by  the  Phoenix 
Mutual,  an  84-year-old  company  with 
over  half  a  billion  dollars  of  insurance  in 
force.  No  cost.  No  obligation.  Send  for 
your  copy  of  this  free  book  today.  The 
coupon  below  is  for  your  convenience. 


It  sounds  too  good  to  br  true. 
But  it  is  true.  There  sre  no 
"catches"  In  it,  for  the  Plan  is 
guaranteed  by  an  84  year-old 
company  with  over  half  a  billion 
dollars  of  insurance  m  fi<ce 

The  Plan  is  not  limited  to  men 
of  40.  You  may  be  older  or 
younger.  The  incivtie  is  n*»t  lim¬ 
ited  to  $200  a  nvinih  I*  can  be 
more  or  less  And  you  esn  retire 
at  any  of  the  folkiwmg  ages 
55  60.  or  65. 

How  much  do  you  have  to  put 
in?  Well  be  glad  to  tell  you  the 
exact  am''>unt  as  soon  as  we  kn'iw 
your  presen*  age.  how  much  in 
-■ome  you  want,  and  how  soon 
you  want  to  retire. 


Phoenix  Mutoal  Lire  Ihsoxamce  Co. 

915  Elm  St..  Hertford,  Coon 
Send  me  by  mail,  without  oblii*tion. 
your  new  book  d««cri6ing  Th*  Phoxni* 
Mutual  RETiiieH*HT  Ihcom*  Plan. 


Send  for  Free  Plon  Book 


Write  your  date  of  birth  in  the 
coupon  at  the  right,  end  mail  to¬ 
day  You  will  receive  without 
cost  or  obligation  a  copy  of  an 
illustrated  booklet  that  tells  all 
about  the  Phoenix  Mutual  Re¬ 
tirement  Income  Plan. 


^  PHOENIX 
W  MUTUAL 

LIfE  INSURANCE  COMPANY 

Home  Office:  Hartford,  Conn. 

Established  in  1851  ^ 


Name. 


Date  af  Birth. 


Buticess 


Address. 


Address. 


0*91S.P- 
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An  Argument  That  Attracted  Thousands  of  Readers 


This  wa.s  the  best-read  advertisement  in  a 
recent  issue  of  The  Saturday  Evening  Post, 
according  to  a  leading  advertisement-checking 
service.*  Here  are  features  that  helped  to  make 
it  a  winner: 

(T)  A  headline  that  suggests  a  story, 
d)  Comic  strip  technique. 

d)  A  human-interest  situation;  namely,  an 
argument  between  a  policeman  and  a  woman. 


d)  d)  d)  d)  Note  that  the  people  in  the  illus¬ 
trations  are  shown  in  animated  poses — not  dull 
and  quiet.  A  single  glance  at  this  page  suggests 
that  something  dramatic  is  happening.  When 
advertising  men  first  produced  comic  strip  ads, 
they  failed  to  get  action  into  the  pictures.  Each 
picture  was  simply  a  tiresome  repetition  of  two 
people  talking  in  the  same  pose.  Now,  the  ad  men 
have  learned  to  imitate  the  professional  comic 
strip  artists  and  increase  interest  by  continually 
shifting  the  poses  of  the  characters. 


*  Briefly  stated,  this  reader-checking  method  read  the  component  parts.  Results  are  tabulated 

operates  as  follows:  Between  300  and  400  people  on  a  percentage  basis  and  also  on  the  basis  of 

who  have  read  the  current  issue  of  a  certain  cost.  That  is,  if  a  color  page  and  a  black-and- 

magazine  are  interviewed  by  reporters  with  white  page  both  receive  the  same  percentage  of 

regard  to  each  advertisement  of  half-page  size  readers,  the  black-and-white  page  is  considered  the 

or  larger.  The  reporter  determines:  (1)  whether  winner  because  it  costs  less  than  a  color  page, 

the  person  had  seen  the  advertisement  in  the  See  page  203  for  a  detailed  description  of  how 

particular  magazine  and  had  then  associated  it  this  method  of  checking  advertisements  is  handled 

with  the  product;  (2)  the  extent  to  which  he  had  by  reporters  working  in  eighteen  cities. 

SANKA  COFFEE,  one  page,  black  and  white.  The  Satiirduy  Evening  Post. 

4 


^The  ^fory  of  the 
'T^oliceman  and  the  fady 

1.  WhoMh ...  she  came  streaking  down  the  street  in  one  of 
them  shiny  red  roadsters  and  parked  plumb’n  front  of  a  fire 
plug.  “So,”  said  I  to  myself,  “if  it's  trouble  she's  looking  for, 
she’s  come  to  the  right  man  . . .  and  on  just  the  right  day.” 


2.  So  ever  I  go  to  where  she  was  sitting  in  her 
car,  as  mad  as  all  get  out.  "Sure,”  said  I,  very 
polite,  '■  would  you  be  wanting  me  to  move  the 
hydrant  ?  Or  maybe  it's  a  ticket  you’re  needing 
fo  teach  you  where  to  park  around  here.’’ 


3.  "If  you  ack  mo,"  she  snapped  back,  “what  you  need  is 
something  to  teach  you  to  keep  a  civil  tongue.”  “  It’s  a  lot  you 
know,  young  lady,”  said  I,  “about  the  nature  of  a  man  who 
loves  good  coffee  but  has  been  owl-eyed  practically  all  night 
from  drinking  it  at  midnight.”  • 


4.  "Oh  don't  I,"  she  said.  “Well,  rake  the  word 
of  an  ex-stayer-awake  and  get  some  Sanka 
Coffee.  Most  of  the  caffein  is  taken  out,  so  it 
can’t  keep  you  awake.  Divine  coffee,  too.”  Be¬ 
fore  I  could  answer,  she's  off  in  a  cloud  of  dust. 


5«  She  woi  mook  enough  when  I  nai)htd  her,  next  day.  “  Do  I  get 
.1  llcket?”  .•ihe  a.\ke«.l.  “’ricktt,  nu  eye,”  I  said.  “Instead  I’ll  be 
thanking  \  uu  fur  wiving  me  up  to  a  swell  coffee  that  lets  me  sleep 
like  a  desk  sergeant.  .Along  with  you  and  watch  the  fire  plugs.” 


If  you  have  a  passion  for  good  coffee  ...  but  are  on  bad 
terms  with  caffein  . . .  get  to  know  Sanka  Coffee. 

You’ll  find  Sanka  Coffee  is  real  coffee  at  its  fragrant  best 
. , .  and  more.  For  97%  of  its  caffein  is  removed  ...  so  it  just 
can’t  keep  you  awake ...  or  frazzle  your  nerves ...  no  matter 
how  much  you  drink. 

Make  Sanka  Coffee  the  way  all 
good  coffee  should  be  made  .  .  . 
strong.  Use  a  heaping  tablespoonful 
of  Sanka  Coffee  for  every  cup.  If 
you  “perk”  it,  give  it  a  few  extra 
minutes  “on  the  fire.” 

Your  grocer  carries  Sanka  Coffee. 

It  is  a  General  Foods  Product. 

Sanka  Coffee 

REAL  COFFEE— 97%  CAFFEINFRBE.  DRINK  IT  AND  SLEEP ! 
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Using  the  “Sunday  Rotogravure”  Technique 


BEST-READ  advertisement  in  a  recent  issue 
of  The  Saturday  Evening  Post. 

Not  long  ago,  a  survey  was  made  among 
thousands  of  newspaper  readers  in  order  to  find 
out  which  sections  of  the  daily  and  Sunday  news¬ 
papers  were  best  read.  The  comics  received  the 
highest  ranking,  and  the  rotogravure  pictures 
were  second  best.  This  coffee  advertisement 
imitates  the  layout  and  human  interest  of  the 
rotogravure  section  of  a  Sunday  newspaper. 

(l)  The  people  in  the  pictures  look  like  regular 
people  doing  interesting  things,  instead  of  pro¬ 
fessional  advertising  models  in  formal  poses. 

@  The  copy  is  printed  under  the  illustrations. 
Investigations  of  peoples’  reading  habits  have 


shown  that  this  increases  the  chances  of  the 
copy’s  being  read. 

(D  The  headline  deals  with  one  of  the  most 
interesting  subjects  in  the  world  amateurs! 
Most  of  us  can  remember  Amateur  Night  at  the 
theater,  when  folks  from  the  audience  went  up 
on  the  stage  to  do  their  stuff.  The  attention  of 
the  audience  always  rose  to  new  highs  on  these 
occasions.  The  public’s  interest  in  amateurs  has 
been  further  heightened  by  various  radio  amateur 
hours.  These  are  among  the  top  programs  of  all 
time  in  number  of  listeners. 

Notice  also  the  type  style  used  in  the  headhne. 
It  is  similar  to  the  style  which  the  tabloid  news¬ 
papers  have  found  so  successful  in  increasing 
circulation.  This  style  does  two  things:  (a) 
suggests  big  news,  and  (b).  makes  it  possible  to 
feature  important  words  in  extra-large  type. 


CHASE  &  SANBORN  COFFEE,  one  page,  black  and  white.  The  Saturday  Evening  Post. 
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Every  Bag  of  Chase  & 
Sanborn  Dated  Coffee  You 
Buy  Helps  Another  Amateur 


SUCCESS  AT  NINE— Veronica  Mimosa  ia  only  9  years  old,  but  is  already  an  accom¬ 
plished  musician.  Plays  the  piano  as  few  adulU  can.  She  waa  taught  by  her  mother 
until  the  age  of  7— then  by  a  professional  teacher.  Has  memorized  one  hundred 

selections.  Her  brilliant  performance  on  the 
Amateur  Hour  brought  her  exactly  the  same 
^  reward  a  grownup  would  get ...  a  featured  place 

/  in  one  of  Major  Bowes'  touring  Units. 


HOBO  TO  ROAD-SHOW  STAR  — 
Sheets  Simmons  said  a  hobo  is  “a 
tourist  without  funds” . , .  he  should 
know,  because  he  was  one.  He  fol¬ 
lowed  the  berry  and  fruit  crops 
around  the  country,  worked  during 
crop  seasons.  But  he’s  not  a  hobo 
any  longer.  His  barnyard  imitations 
were  so  well  liked,  he  got  a  job  with 
one  of  the  Amateur  Units— travel¬ 
ing  around  the  country  in  style! 


PENNILESS  ORPHAN  BECOMES  POPULAR 
BLUES  SINGER— Rhoda  Chase  left  a  Pittsburgh 
orphanage  at  18.  Got  a  job  in  an  Ohio  candy  store, 
but  was  advised  by  a  customer  to  get  into  show 
business.  Her  deep-blue  voice  was  ignored— until 
she  wrote  Major  Bowes.  She  sang  on  the  Amateur 
Hour.  Joined  a  Unit  back  in  Pittsburgh! 


i  I  i<»n  and  success . . .  and  a  regu¬ 
lar  salary  after  povcrly  and  uncer¬ 
tainty  . . .  T  hat's  what  }  our  purchases 
of  C.lutse  Sanborn  Dnled  Coffee 
rneaii  to  lluisc  vho  win  votes  on  Major 
Ihnu's*  Vmalrur  Hour, 

\nd  for  roil,  this  fine  coffee  means 
rifluT  llavor— freshness  assured  by 


dating — and  real  money  saving  due  to 
the  new,  economical  Dated  bag. 

Dated  Coffee  is  rushed  fresh  to  your 
grocer  with  a  delivery  date  marked  on  / 
every  pound.  And  no  pound  remains 
on  his  shelf  more  than  10  days.  Order 
Chase  &  Sanborn  Dated  Coffee  at 
vour  grocer's  tomorrow’! 


TALENT  RECOGNIZED— Steeple 
Jack  Kay  made  a  dangerous  living 
painting  flagpoles.  He  developed 
an  individual  style  of  harmonica 
playing— holding  the  harmonica 
in  back  of  his  head— but  never 
made  anything  of  it  until  he  went 
to  Major  Bowes.  Then  he  got 
his  chance  at  last! 

Copyright,  1936,  by  Standard  Brands  Inc. 
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H  ow  Mr.  Addison  Sims  of  Seattle  Became  Famous 


This  is  a  mail  order  advertisement  that  be¬ 
came  famous.  It  was  being  run  in  magazines 
as  far  back  as  1924  and  perhaps  before  then.  It 
has  been  repeated  many  times  since  in  many 
publications. 

This  is  an  unusual  record  of  long  life  for  any 
single  advertisement.  The  opening  sentence  of 
the  copy  says,  “Of  course  I  place  you!  Mr.  Addi¬ 
son  Sims  of  Seattle.”  This  line  became  known  all 
over  the  United  States,  and  has  often  been  used 
jokingly  when  people  were  introduced  to  each 
other. 

Only  an  advertising  man,  and  especially  a  mail 
order  man,  can  appreciate  what  it  means  when 
a  mail  order  advertisement  is  run  again  and 
again  over  a  period  of  years.  It  is  as  noteworthy 
as  if  the  same  horse  kept  winning  the  Kentucky 
Derby  year  after  year. 

Mail  order  concerns  are  continually  testing 
new  pieces  of  copy  in  order  to  discover  hew 
appeals  that  will  bring  sales  at  lower  cost.  There 
is  a  key  number,  such  as  “Dept.  22,”  in  every 
coupon.  Every  time  an  advertisement  runs,  this 
key  number  is  changed.  This  means  that  the 
sales  cost  for  each  piece  of  copy  can  be  figured 
down  to  the  last  penny.  The  fact  that  this 
advertisement  for  the  Roth  Memory  Course 
was  used  for  so  many  years,  means  that  in 
dll  that  time  no  other  advertisement  was  produced 
that  equalled  this  one  in  sales  results.  Here  are  some 
of  the  factors  that  made  this  message  outstanding: 


®  The  headline  has  at  least  four  good  qualities. 
It  begins  with  the  word  “How,”  which  is  one  of 
the  best  headline  words  in  the  English  language. 
The  words  “Improved  My  Memory”  select  the 
proper  audience.  The  words  “In  One  Evening” 
indicate  that  the  method  is  quick  and  easy. 
And  the  headline  as  a  whole  is  curiosity  arousing. 
It  makes  people  wonder  what  this  method  can  be 
that  gets  such  quick  results. 

@  The  subhead  suggests  a  dramatic  story  and 
contains  the  word  “Amazing,”  which  is  another 
one  of  those  headline  words  that  never  seem  to 
lose  their  appeal. 

@  The  copy  begins  with  a  breezy,  entertaining 
story  and  leads  you  gradually  into  a  powerful 
sales  talk. 

(4)  The  copy  contains  convincing  testimonials. 

(D  The  copy  does  not  reveal  the  method  of  the 
Roth  Memory  Course.  You  have  to  mail  the 
coupon  to  find  that  out. 

©  Finally,  there  is  a  powerful  urge  to  action  in 
the  “Send  No  Money”  paragraph,  which  gives 
you  an  opportunity  to  try  the  course  five  days, 
free,  and  then  return  it  and  owe  nothing  if  you 
are  not  satisfied. 


ROTH  MEMORY  COURSE,  one  page,  black  and  white,  various  magazines. 
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^ow  I  Improved  My  Memory 
O  In  One  Evening 

The  Amazing  Experience  of  Victor  Jones  ^ 


"Of  course  I  place  you!  Mr.  Addison  Sims 
of  Seattle. 

"If  I  rei^ember  correctly — and  I  do  remem¬ 
ber  correctly— Mr.  Burroughs,  the  lumberman, 
introduced  me  to  you  at  the  luncheon  of  the 
Seattle  Rotary  Club  three  years  ago  in  May. 
This  is  a  pleasure  indeed!  I  haven’t  laid  eyM 
on  you  since  that  day.  How  is  the  gram  busi¬ 
ness?  How  did  that  merger  work  out? 

The  assurance  of  this  speaker — in  the  crowded 
corridonof  the  Hotel  St.  Regis— compell^  me 
to  look  at  him,  though  it  is  not  my  habit  to 
"listen  in”  even  in  a  hotel  lobby. 

I  "He  is  David  M.  Roth,  the  most  toous 
memory  expert  in  the  United  States,  Mid  my 
friend  Kennedy,  answering  my  question  be¬ 
fore  I  could  get  it  out.  "He  will  show  you  a 
lot  more  wonderful  things  than  that,  be.ore  the 
evening  is  over.” 

And  he  did. 

As  we  went  into  the  banquet  room  the  toast* 
master  was  introducing  a  long  line  of  the  guests 
to  Mr  Roth.  I  got  in  line  and  when  it  came  my 
turn.  Mr.  Roth  asked.  “What  arc  your  initials, 
Mr.  Jones,  and  your  business  connection  and 
telephone  number?’*  Why  he  asked  this,  I 
learned  later,  when  he  picked  out  from  toe 
crowd  the  60  men  he  had  met  two  hours  be- 
fore  and  called  each  by  name  without  a  mis¬ 
take.  What  is  more,  he  named  each  man  s 
business  and  telephone  number. 

I  won’t  tell  you  all  the  other  amazing  things 
this  man  did  except  to  tell  how  he  called  back, 
without  a  minute’s  hesitation,  long  lists  ot 
numbers,  bank  clearings,  prices,  parcel  post 
rates  and  anything  else  the  guests  gave  him  in 
rapid  order. 


When  I  met  Mr.  Roth— which  you  may  be 
sure  I  did  the  first  chance  I  got— he  ramer 
bowled  me  over  by  saying,  in  his  quiet,  modest 
way : 

“There  is  nothing  miraculous  about  my  re¬ 
membering  anything  I  want  to  remember, 
whether  it  be  names,  faces,  figures,  facts,  or 
something  I  have  read. 

FREE  EXAMINATION  COUPON 


WALTEI^  J.  SLACK.  I«e..  D*pt.  22 
2  fork  Avvkfe*.  N*w  York.  N.  Y. 

Please  send  me.  in  a  plain  container,  the  Roth  Memory 
Course  of  seven  lessons.  I  will  either  remad  the  co^e 
io  you  within  five  days  after  its  receipt  or  send  you  ^.50 
m  full  payment. 


Nome 


Adfirpsi  . 

•  O 


■•you  can  do  this  as  easily  as  I  do.  Any¬ 
one  with  an  average  mind  can  learn  quickly 
to  do  exactly  the  same  things  which  seem  so 
miraculous  when  I  do  them. 

“My  own  memory,”  continued  Mr.  Roth, 
“was  orginally  very  faulty.  Yes  it  was— a  really 
poor  memory.  On  meeting  a  man  I  would  lose 
his  name  in  thirty  seconds,  while  now  there  are 
probably  10,000  men  and  women  m  the  United 
States,  many  of  whom  I  have  met  but  once, 
whose  names  I  can  call  instantly  on  meeting 
them.” 

"That  is  all  right  for  you,  Mr.  Roth,”  I  in¬ 
terrupted,  "you  have  given  years  to  it.  But 
how  about  me?” 

"Mr.  Jones,”  he  replied,  “I  can  teach  you  the 
secret  of  a  good  memory  in  one  evening.  This 
is  not  a  guess,  because  I  have  done  it  with 
thousands  of  pupils.  In  the  first  of  seven  simple 
lessons  which  I  have  prepared  for  home  study, 

I  show  you  the  basic  principle  of  my  whole  sys¬ 
tem  and  you  will  find  it— not  hard  work  as  you 
mi^t  fear— but  just  like  playing  a  fascinating 
game.  I  will  prove  it  to  you.” 

He  didn’t  have  to.  His  Course  did;  I  got  it 
the  next  day  from  his  publishers. 

When  I  tackled  the  first  lesson,  I  suppoM  I 
was  the  most  surprised  man  in  forty-eight 
Sutes  to  find  that  I  had  learned— in  atout  ^ 
hour — how  to  remember  a  list  of  one  hundred 
words  BO  that  I  could  call  them  off  forward  and 
back  without  a  single  mistake. 

That  lesson  stuck.  So  did  the  other  six. 

Read  this  letter  from  one  of  the  most  famous 
trial  lawyers  in  New  York:  ^ 

“May  I  take  occaaion  to  itate  that  I  regard  your 
KTvice  in  giving  thi»  ayatem  to  the  world  aa  a  public 
benefaction.  The  wonderful  aimplidty  of  the 
method,  and  the  eaae  with  which  iu  principlea  may 
be  acquired,  eapecially  appeal  to  me.  1  may  add 
that  I  already  had  occaaion  to  teat  the  effectiven^ 
of  the  firat  two  leaaooa  in  the  preparation  for  trial 
of  an  important  action  in  which  I  am  about  to 
engage." 

This  man  didn’t  put  it  a  bit  too  strong. 

The  Roth  Course  is  priceless!  I  can  count 
on  my  memory  now.  I  can  call  the  name  of 
any  man  I  have  met  before— and  I  keep  getting 
better.  I  can  remember  any  figures  I  wish  to 
remember.  Telephone  numbers  come  to  mind 
instantly,  once  I  have  filed  them  by  Mr.  Roth’s 
easy  method. 

The  old  fear  of  forgetting  has  vanished.  I 
used  to  be  "scared  stiff”  on  my  feet— because 
I  wasn’t  sure.  I  couldn’t  remember  what  I 
wanted  to  say. 

Now  I  am  sure  of  myself,  confident,  and  “easy 
as  an  old  shoe”  when  I  get  on  my  feet  at  the 
club,  at  a  banquet,  in  a  business  meeting,  or  in 
any  social  gathering. 


The  most  enjoyable  part  of  it  all  is  ^at  I 
am  now  a  good  conversationalist — and  I  used 
to  be  as  silent  as  a  sphinx  when  I  got  into  a 
crowd  of  people  who  knew  things. 

Now  I  can  call  up  like  a  flash  of  lightning 
most  any  fact  I  want  right  at  the  instant  I  need 
it  most.  I  used  to  think  a  "hair  trigger 
memory  belonged  only  to  the  prodigy  and 
genius.  Now  I  see  that  every  man  of  us  has 
that  kind  of  a  memory  of  he  knows  how  to 
make  it  work. 

I  tell  you  it  is  a  wonderful  thing,  after 
groping  around  in  the  dark  for  so  many  years 
to  be  able  to  switch  the  big  searchlight  on  your 
mind  and  see  instantly  everything  you  want  to 
remember. 

This  Roth  Course  will  do  wonders  in  your 
office. 

Since  we  took  it  up  you  never  hear  anyone  in 
our  office  say  “I  guess”  or  ”I  think  it  was 
about  so  much”  or  “I  forget  that  right  now  or 
“I  can’t  remember”  or  ”I  must  look  ly  ms 
name.”  Now  they  are  right  there  with  the 
answer — like  a  shot. 

Here  is  just  a  bit  from  a  letter  of  a  well- 
known  sales  manager  up  in  Montreal . 


"Here  is  the  whole  thing  in  a  nutshell.  Mr.  Roth 
has  a  most  remarkable  Memory  Course.  It  is 
simple,  and  easy  as  falling  off  a  log.  Anyone  I 
don’t  care  who  he  is — can  improve  his  Memory 
100%  in  a  week  and  1,000%  in  six  months. 


My  advice  to  you  is  don't  wait  another 
minute.  Send  for  Mr.  Roth’s  amazing  course 
and  see  what  a  wonderful  memory  you  have  got. 
Your  dividends  in  increased  power  wfll  be 
enormous. 

n  n  VICTOR  JONES. 

Send  No  Money 

So  confident  are  the  publishers  of  the 
Memory  Course  that  you  will  be  amazed  to  see 
how  easy  it  is  to  double,  yes,  triple  your  memory 
piower  in  a  few  short  hours,  that  they  are  will¬ 
ing  to  send  the  course  on  free  examination. 

Don’t  send  any  money.  Merely  mail  the 
coupon  and  the  complete  course  will  be  sent, 
all  charges  prepaid,  at  once.  If  you  are  not 
entirely  satisfied  send  it  back  any  time  with¬ 
in  five  days  after  you  receive  it  and  you  will 
owe  nothing. 


On  the  other  hand,  if  you  are  as  pleased  as 
are  the  thousands  of  other  men  and  women 
who  have  used  the  course  send  only  $3-50  in  full 

payment.  You  take  no  risk  and  you  have  every¬ 
thing  to  gain,  so  mail  the  coupon 
this  remarkable  offer  is  withdrawn.  WAD  1 EK 
J.  BLACK,  Inc.,  Dept.  22,  2  Park  Ave.,  New 
York,  N.  Y. 
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Presenting  Important  News 


BEST-OBSKRVEU  two-thirds  page  advertise¬ 
ment  in  a  recent  issue  of  Time.* 

This  aiivertisement  has  several  important 
attention-getting  elements,  as  follows: 

,0  A  well-known  name  is  used  in  the  headline. 

0  A  well-known  face,  beloved  by  millions  of 
movie-fans,  is  prominently  displayed.  And  the 


face  is  not  pictured  in  a  quiet  portrait  pose. 
Instead,  it  is  shown  in  a  lively,  smiling,  eye¬ 
catching  pose. 

0  0  Furthermore,  this  advertisement  is  News! 
Announcements  and  news  have  always  shown 
attention-getting  power.  But  an  announcement 
as  exciting  as  this  is  the  ad  man’s  dream.  It  is  a 
“natural”  for  impelling  attention. 


f-  , 

r 


*  Note  that  this  was  not  the  best-read,  but  the 
best-observed,  advertisement  (on  a  cost  basis)  in 
the  issue.  The  method  for  counting  observers  is 
the  same  as  for  counting  readers.  See  page  203  for 


complete  explanation.  As  you  go  through  this 
book,  you  will  notice  some  significant  differ¬ 
ences  between  “best-read”  and  “best-observed” 
advertisements. 

PACKARD,  two-thirds  page,  black  and  white.  Time. 
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GOES  ON  THE  AIR ! 


% 

Packard  presents  a  versatile 
star  to  radio’s  millions  ^ 


PACKARD  presents  to  America 
a  new  type  of  radio  cntcrtaln- 
ent— a  full  hour  show  lliat  promiseii  to  rank 
5  one  of  the  greatest  on  the  air! 

Heading  the  cast  of  tlic  Packard  Hour  is 
red  Astaire— famous  star  of  musical  commly 
id  screen.  Aou  11  liear  hint  sing,  dunce,  and 


participate  in  sparkling  light  comedy  scenes. 
You’ll  licar  him  play  liost  to  famous  Holly¬ 
wood  guest  stars. 

Packard  corilially  invites  you  to  hear  the 
Packanl  Hour  every  Tuesday  ^ 

“night.  You'll  vote  It  llie  greatest 
program  \ ou  over  heanl!  (j 


THE  PACMRD  HOUR 

ff'ith  Johnny  Green  and  His  Orchestra 

EVERY  TUESDAY  NIGHT 
9:30  P.  M.  Eastern  Dayliglil  Sa\  ing  Time 
COAST-TO-COAST  NBC  RED  NETWORK 
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Dramatizing  What  the  Product  Will  Do  for  the  Reader 


BEST-OBSERVED  color  advertisement  in  a 
recent  issue  of  Time. 

@  *The  principal  “stopper”  in  this  advertise¬ 
ment  is  the  beautiful  photograph  (in  natural  color 
in  the  magazine)  of  a  modern  living  room,  taken 
by  the  well-known  commercial  photographers, 
Bruehl-Bourges.  Since  all  of  us  want  attractive 
homes,  a  picture  of  this  kind  appeals  to  every 
magazine  reader. 

0  Timeliness:  This  advertisement  was  pub¬ 
lished  in  the  post-depression  period — at  a  time 
when  millions  of  people  were  thinking  about 
fixing  up  their  homes. 


(0  The  economy  angle:  The  advertisement 
does  not  urge  you  to  go  to  the  expense  of  buying 
entirely  new  furnishings  for  your  home.  It  simply 
tells  you  how  you  can  modernize  your  home  with 
paint  and  glass — a  mirror  here  and  there  .  .  . 
newly  painted  walls  and  ceilings  .  .  .  furniture 
touched  up  gaily  with  gleaming  enamel.  In  other 
words,  this  message  appeals  to  the  broadest  pos¬ 
sible  market  by  offering  beautiful  interiors  at  low 
cost.  Instead  of  straight  selling,  the  copy  ap¬ 
proaches  the  reader  with  information  and  new 
ideas.  And  finally,  a  convenient  coupon  offers  a 
free  booklet  to  those  who  want  further  infor¬ 
mation  on  this  popular  subject. 


*  Note  that  item  @  is  discussed  before  item  0. 
This  is  done  in  order  to  discuss  items  in  order  of 
importance  rather  than  in  numerical  order. 
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PITTSBURGH  PLATE  GLASS,  one  page,  four  colors,  Tivie. 


WITH 


MAGIC  WAYS  TO  MODER 


IT'S  amaziag  what  a  transformation  the 
use  of  glass  and  paint  can  make  in  your 
home!  A  mirror  here  and  there  . . .  newly 
painted  walls  and  ceilings  . . .  furniture 
touched  up  gayly  with  gleaming  enamel . . . 

you  wouldn't  believe  how  successfully  these 

simple  things  can  give  new  life,  loveliness 
and  color  to  rooms  which  have  become  un¬ 
attractive  to  you  through  age  or  familiarity. 

Our  Studio  of  Creative  Design  has  pre¬ 
pared  a  book  crammed  with  practical  sug¬ 
gestions  for  home  improvement,  equally 
valuable  whether  you  rent,  own  or  plan  to 
build  a  home.  It’s  called  "Designs  for  Living" 
and  it  tells  you  many  things  about  home 
decoration  .  .  .  how  to  make  kitchens  care¬ 
free,  small  rooms  larger,  how  to  plan  a  re¬ 
modeling  job  and  what  colors  to  use  inside 
and  out.  It  contains  scores  of  valuable  hints, 
r««nv  of  them  Quite  inexpensive  to  follow 


now 


LUten  to  the  colorful  music  of  f/U 
Pituburgh  ^mphony  Orchestra  every 
Thursday  at  8:00  P. M  .  E.S,T..  over 
t/BC  Blue  lietwork  and  associated 
stations. 


iss  of  g*yly  You've  no  idee  how  wonderf 
our  bedroom  two  of  long  lasting  Sun  Pre 
niriicle-wark-  your  favorite  color  combinal 
.flesh  tinted,  prove  the  exterior  looks  of 

inexpensive  and  quick,  too! 


Gracious  reflections  in 

colored  painted  furniture!  Yi 

fawakea  to  new  be.iUtj'  with  tt 
ing  Pittsburgh  Mirrorv.  blue, 
gold,  gunmetal  or  Cryslalex. 


^‘alls  of  Care.ra  Struclurjl  Class  bring 
b-iutv  |r»  euimi-ded,  unaliraclive  bath- 

I . .  .  Hei..  upp.-r  wiall-  of  Wallhidc 

1‘iini  and  a  l.irge  tl*  sh-nnit  d  mirror  en- 
li:tMr  tlic  smart  ensemble  eflerl. 


PITTSBURGH  PLATE  GLASS  COMPANY 
2326-A  Grant  Building,  PitUburgh,  Pim 
Please  send  witbout  obligadoo,  your  netf  book  Designs 
for  LiTing"  prepared  by  your  Studio  of  Creetive  D^ugn- 


PITTSBUKCH 

PLATE  GLASS  COMPANY 


A^ome. 


WATERSPAR  ENAMEL  and  VARNISH  •  SDN- 

>A1NT  BRUSHES  .  POLISHED  PLATE  GLASS 
.  CARRARA  STRUCTURAL  GLASS  •  DUPLATE  I 
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An  Age-old  Formula  for  Getting  Attention 


BEST-OBSEEVED  advertisement  in  a  recent 
issue  of  Collier’s. 

Time  and  again  an  advertisement  containing 
a  picture  of  a  good-looking  man  carrying  a  pretty 
girl  in  his  arms  has  been  a  winner.  This  theme 
goes  deep  into  the  subconscious  mind  of  every 
man,  woman,  and  child.  Since  time  immemorial, 
every  girl  has  dreamed  of  being  carried  off  by  a 
handsome  man,  and  every  male  has  dreamed  of 
carrying  off  a  beautiful  girl. 


0  This  advertisement  shows  the  realization  of 
both  dreams  in  a  single  photograph.  No  wonder 
it  was  a  “stopper”!  It  is  interesting  to  note  that 
the  advertisement  was  a  winner  on  “observation” 
rather  than  on  “high  reading.”  This  simply  bears 
out  the  fact  that  the  most  interesting  part  of  the 
story  is  told  in  the  picture  rather  than  in  the  cop3^ 

0  The  sales  message  in  the  headline  is  simple 
and  cannot  be  missed  by  anyone  who  gives  this 
page  more  than  a  fleeting  glance. 


AGF.\  FILMS,  one  page,  black  and  white.  Collier's. 
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but  Agfa  film  got  it! 


A  hard  picture  to  get 


Figures  mo>  ing  in  mottled  patches  of  light  and  shadow... 
against  a  glaring  background  of  bright  sun  on  running 
water.  Not  very  promising  conditions  for  a  good  photographl 
But  just  the  sort  of  place  to  use  Agfa  Plenachrome  Film.  The 
film  that  not  only  gives  you  good  pictures  under  favorable  condi¬ 
tions.  but  insures  best  possible  results  even  when  lighting  and 
weather  conditions  are  far  from  the  best. 

Plenachrome's  w  ide  latitude,  high  speed  and  color  sensitivity 
gite  you  clear,  brilliant  negatives,  with  every  detail  perfect. 

Next  lime  ...  ask  for  Agfa  Plenachrome  Film.  Every  roll  is  sold 
with  the  guarantee  of  “Pictures  that  satisfy  or  a  new  roll  free.’  Made 
t>v  knfco  Corporation  in  Binghamton,  N.  Y. 


MADE  IN  U.S.A. 


THE  GUARANTEED  FILM 


A  Sure  Way  to  Get  Copy  Read 


EST-READ  two-thirds  page  advertisement 
in  a  recent  issue  of  Time. 

@  Surveys  among  magazine  readers  have 
shown  that  people  like  to  read  copy  under  illus¬ 
trations.  It  is  likely  that  they  develop  this  habit 
in  childhood  while  reading  schoolbooks  and 
storv  books.  And  the  habit  is  continued  later  m 
life  because  much  interesting  editorial  material  in 
magazines  and  newspapers  is  found  underneat 
illustrations.  In  this  ad,  not  just  part  of  the  copy, 
but  ull  the  copy,  is  under  illustrations. 


Furthermore,  the  copy  is  fact  copy-not  merely 
a  string  of  adjectives  that  give  no  information 
Note  the  specific  information  on  prices,  ports  of 

call,  accommodations,  etc. 


®  Notice  the  subhead  featuring  “low  rates. 

®  Last,  but  not  least,  notice  the  Interesting 
photographic  illustrations,  two  of  whieh  conloin 
an  attractive  girl  in  a  bathing  suit,  a  never-fa.l- 
ing  device  for  getting  attention. 


CANADL\N  AUSTR.ALASIAN  LINE,  two-thirds  page, 


black  and  white. 


Time- 
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MEW  lEHLUMD 


SURPRISINGLY  LOW  RATES 


Come  to  New  Zealand  and  Australia 
by  the  Sunshine  Route.  Travel  on  Cana¬ 
dian  Australasian  liners,  ships  built  for 
comfort  in  the  tropics.  Fares  to  Sydney: 
only  $332  up,  First  Class  .  .  .  $226  up, 
Cabin  Class.  Also,  low-cost  Third  Class. 


51 -day  all-expense  tour  to  New  Zea¬ 
land,  $476  up,  Cabin  Class  ...  15  days 
in  New  Zealand.  Or  if  you  prefer,  take 
the  51-day  tour  to  Australia  .  .  .  $480 
up.  Cabin  Class  ...  6  days  in  Australia. 
Also  65-day  all-expense  tours,  $650  up. 


Vou’ll  like  the  huge  Aormigi  ...  ac¬ 
commodations,  private  baths,  and  dec¬ 
orations  all  dated  19^6.  Or  go  on  her 
running  mate,  the  Siag:ira,  Outdoor 
pools  on  both  .ships.  Meals  and  service 
cqu^l  to  higiiestTrans-Atlan  tic  standards. 


Sail  from  Vancouver  or  Victoria  to 
Honolulu,  Fiji,  Auckland,  Sydney,  Mel¬ 
bourne.  Connect  at  Honolulu  from  Cali¬ 
fornia  ports.  Ask  about  all-inclusive 
tours.  Booklets  and  details  from  YOUR 
OWN  TRAVEL  AGENT  or  Canadian  Pacific. 


ioM. 
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Putting  Hunnan  Interest  into  Everyday  Situations 


BEST-OBSERVED  black-and-white  adver¬ 
tisement  in  a  recent  issue  of  The  Saturday 
Evening  Post. 

Three  qualities  helped  to  make  this  advertise¬ 
ment  a  winner: 

0  A  large  and  excellent  photograph,  full  of 
human  interest. 


@  A  headline  that  contains  a  self-interest 
appeal  to  everyone  and  is  at  the  same  time 
believable. 

®  ®  @  ®  A  simple,  pleasing  layout. 

®  @  ®  Note  how  picture,  headline,  and  name 
plate  tell  a  complete  story. 


SQUIBB  TOOTH  POWDER,  one  page,  black  and  wliite.  The  Saturday  Evening  Post. 
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Most  tooth  decay  can  be  prevented  © 


0 


Dental  science  has  moved  forward  more  rapidly  than  is 
generally  known.  The  dental  profession  today  knows  that 
for  people  of  all  ages  there  is  no  need  for  most  of  the  pain,  the 
expense  and  the  illness  throughout  life  that  have  their  source  in 
tooth  decay. 

Because  of  this  fact  millions  of  men,  women  and  children  ate 
following  the  Squibb  Plan. 

The  daily  care  of  their  teeth  has  a  purpose  fat  more  important 
than  merely  brightening  the  teeth  or  sweetening  the  breath.  It  is 
part  of  a  plan  by  which  most  tooth  decay  can  be  prevented. 

In  following  this  plan  the  dentifrice  used  should  contain  an 
element  that  penetrates  into  many  tiny  crevices  to  neutralize  the 
bacterial  acids,  that  Cause  tooth  decay,  wherever  it  comes  into 


These  two  products  do  not  contain  soap  or  harsh  abrasives  and 
were  developed  by  the  Squibb  Laboratories  in  cooperation  with 
members  of  the  medical  and  dental  professions  to  provide  the 
best  possible  daily  aid  in  safeguarding  the  health  of  teeth  and 
gums.  They  are  available  today  in  any  drug  store  at  little  cost. 

THE  SQUIBB  PLAN  by  which  most  tooth  decay  can  he  prevented 

1.  Go  to  your  dentist  and  follow  his  advice.  This  will  include  the  kind 
of  toothbrush  to  use,  and  how  to  use  it;  what  kind  of  dentifrice  to  use, 
and  what  kind  not  to  use;  and  whether  you  should  supplement  your  own 
home  treatment  with  the  use  of  dental  floss  and  oral  perborate. 

2.  Check  your  diet  with  your  physician  or  dentist — to  be  sure  your  system 
is  getting  the  elements  essential  to  the  health  and  strength  of  your  teeth. 


contact  with  them. 

Squibb  Dental  Cream  and  Squibb  Tooth  Powder  both  contain 
an  antacid  many  times  more  effective  than  Bicarbonate  of  Soda. 
Both  arc  thorough  cleansers.  They  are  refreshing  to  the  taste  and 
soothing’  to  the  gums. 

SauiBB  Dental  Cream  • 

The  Priceless  Ingredient  of  Every  Product  is 


3-  Brush  your  teeth  thoroughly,  at  least  twice  a  day,  and  be  sure  you  use 
a  dentifrice  scientifically  prepared  to  clean  teeth  effectively,  and  safely. 

START  TODAY  on  the  Squibb  Plan  for  the  care  of  jhe  teeth  and  gums. 
It  costs  little  and  may  prevent  pain,  ill  health  and  expense  later  in  life. 


Squibb  Tooth  Powder 

the  Honor  and  Integrity  of  its  Maker 
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One  of  the  Best-selling  Mail  Order  Ads  Ever  Written 


The  highly  successful  Book-of-the-Month 
Club  has  built  much  of  its  business  on  adver¬ 
tisements  like  this.  Many  of  the  best-known 
works  of  well-known  authors  have  been  offered 
free  “to  those  who  join  the  Club  at  this  time.” 

This  particular  page,  featuring  Eugene  O’Neill, 
has  been  one  of  the  most  frequently  repeated 
advertisements  over  a  period  of  years.  Here  are 
some  of  the  qualities  that  made  it  a  winner: 

@  A  wonderful  free  offer  is  made  in  the  head¬ 
line — the  type  of  offer  which  would  especially 
appeal  to  the  very  people  who  are  the  best  pros¬ 
pects  for  the  Book  Club. 

(i)  @  A  famous  author  is  featured  in  both 
headline  and  illustration.  The  illustration  has 


added  interest  because  it  is  large  and  because  it  is 
a  photograph  rather  than  a  drawing.  The  serious 
expression  on  Mr.  O’Neill’s  face,  while  it  would 
be  out  of  place  in  a  toothpaste  advertisement,  is 
striking,  and  it  is  appropriate  to  the  type  of  plays 
for  which  he  is  famous. 

(3)  The  subhead  answers  the  principal  ques¬ 
tions  that  occur  to  every  reader:  (a)  What  does 
it  cost  to  belong  to  the  Club  ?  (b)  Do  I  have  to 
buy  a  book  every  month 

Note  that  although  this  is  a  mail  order  adver¬ 
tisement,  it  has  dignity  and  helps  to  build  prestige 
for  the  advertiser.  This  answers  an  objection  that 
some  people  have  raised;  namely,  that  mail 
order  advertising  has  to  sacrifice  prestige  in  order 
to  produce  immediate  sales. 
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BOOK-OF-THE-MONTH  CLUB,  one  page,  black  and  white,  various  magazines. 


to  those  who  join  the  Book-of-the- 

it  costs 


Month  Club  at  this  time 
nothing  to  belong  and  you  do  not 
have  to  take  a  book  every  month 


W  E  suggest  that  you  send  of  expense,  through  the  reports  of 
the  coupon  below  to  get  the  judges  you  arc  kept  completely 
full  information  as  to  informed  about  all  the  jmportant 
what  the  Book-of-thc-Month  Club  new  books,  so  that  you  can  choose 
docs  for  book  -  readers,  and  then  among  them  with  discrimination, 
decide  once  for  all  whether  or  not  instead  of  having  torcly  upon  bally- 
you  want  to  join.  Are  you  aware,  hoo  and  hearsay.  Equally  important, 
for  instance,  /ia/  as  a  mtmbtr you  arc  the  system  really  ensures  that  you 
wc  obhyyH  to  take  a  book  every  month;  will  not  miss  the  particular  new 
nor  are  you  ever  obliged  to  take  the  books  you  arc  anxious  to  read.  There 
specific  book-of-the-month  chosen  are  several  other  advantages  like 
by  the  judges?  You  may  buy  it  or  these,  not  readily  measurable  in 
not,  a.'  vou  please,  after  reading  the  money,  that  cannot  be  outlined 
judges' pre-publication  report  about  ^^te  for  lack  of  space.  Surely,  within 
a.  Nor  doyoH  have  to  pay  any  fixed  sum  the  next  year,  the  distinguished 
to  b,  a  member  of  the  Club-zhctc  are  'he  Club  will  choose  as 

no  dues,  no  fees,  no  fixed  charges  ‘he  ^k-of-the-month  or  recom- 

f  I  j  VT  _ 1  «  mcnQ2S2\ccrnztcs,atleastafewbooks 

of  Any  kind.  You  simply  pay  the  ,  n  .  • 

r  u  u  1  chat  you  will  be  very  anxious  not 
regular  retail  price  for  such  books  /  j  .  •  .  n . 

^  J  -J  ^  i_  itru  u  to  miss  and  which  you  will  buy  any- 
as  you  decide  to  buy.  What  then  why  not-by  joiningrhe  Club 

IS  the  advantage  of  joining?  xheS:  tnstead of 

There  arc  many;  first,  under  the  missing  them,  which  so  often  happens; 
unique  book-dividend  policy  of  the  get  the  really  substantial  advantages 
Club,  for  every  dollar  its  members  the  Club  affords,  and  at  the  same 
spend  on  books  they  receive  back  on  time  get  a  copy  of  nine  plays  by 
the  average  over  50%  in  the  form  of  Eugene  O’Neill,  free.  Send  the  cou- 
frcc  books.  Second,  without  a  penny  pon  below  for  full  information. 


COHTENTS 


MOURNING  BECOMES 
ELECTRA 


STRANGE  INTERLUDE 


THE  EMPEROR  JONES 


MARCO  MILLIONS 


ALL  GODS'  CHILLUN 
GOT  WINGS 


BOOK.OF-THE-MONTH  CLUB,  Inc 
386  Fouiith  Avenue,  Nevt  York,  N.  Y. 


LAXARUS  LAUGHED 


Xlease  send  me,  without  cost,  i  booklet  outlining  how  the  Book^f.4be-Moodi 
Gub  opentes.  This  request  involves  me  in  no  obligstion  to  subscribe  to  your  service. 


Usmt. 


diJilreii 


ihipp«d  lo  Cuuditn  RKtnbert  rhroti^  Book-oTKhe-Momh  Oub  Limiaed 


A  Nude  Deal  in  Advertising 


BEST-OBSERVED  black-and-white  adver¬ 
tisement  in  a  recent  issue  of  the  Ladies’ 
Home  Journal. 

@  Of  course,  the  main  stopper  here  is  the 
photograph  of  the  nude  woman.  This  would  have 
been  considered  bad  taste  five  years  ago,  and 
absolutely  immoral  in  the  days  when  women  wore 
bathing  suits  with  skirts  and  stockings  and 
sleeves.  In  those  days,  a  photograph  like  this, 
if  it  were  not  banned  by  the  XJ.  S.  Post  Office, 
would  probably  have  created  more  ill  will  than 
good  will  for  the  product. 

But  times  have  changed.  Women  not  only 


noticed  this  advertisement  more  than  any  other 
black-and-white  page  in  the  magazine,  but  they 
frankly  admitted  that  fact  when  interviewed  by 
reporters. 

Other  attention-getting  features  of  this  ad  are 
as  follows; 

@  (2)  The  headline  and  illustration  are  timely, 
since  the  advertisement  appeared  in  July,  which 
is  an  ideal  month  for  sun  baths. 

The  advertisement  tells  a  quick  story,  as 
follows:  ©  headline,  ®  main  illustration,  ©  pic¬ 
ture  of  product,  ®  reduced  price  (Woodbury’s 
Soap  used  to  be  25  cents),  ®  money-back  offer. 


WOODBURY’S  FACIjVL  SOAP,  one  page,  black  and  white.  Ladies  Home  JouTnal. 
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Science  enriches  Woodbury  Formula 
with  Benefits  of**  Filtered  5«nshine’  ^ 


Natures  source  of  beauty  for  the  skin! 


a  EXCITING  MONEY- 
BACK  OFFERl 

bury's  with  the  “Fil¬ 
tered  Sunshine”  ele¬ 
ment  in  it.  Use  2  cokes. 
If  your  skin  is  not 
smoother,  finer,  notice¬ 
ably  lovelier,  then  do 
this:  Mail  to  us  before 
August  31,  1936,  the 
unused  cake  in  -wrapper  (seals  unbroken) 
and  the  wrappers  from  the  two  used  cakes. 
Tell  why  Woodbury’s  did  not  suit  you,  also 
amount  paid  for  3  cakes.  We  will  then  re¬ 
fund  to  you  the  full  purchase  price,  plus 
postage.  Address,  John  H.  Woodbury,  Inc., 
167  Alfred  St.,  Cincinnati,  Ohio.  In  Canada, 
John  H.  Woodbury,  Ltd.,  Perth,  Ontario. 


an  exclusive,  -jiatented  proc- 

css,  one  of  its  ingredients  is  9^ 

now  irradiated  with  “Filtered  HjB 

Sunshine”.  .  .  those  gentle, 
kitidl)'  rays  that  are  Nature’s  wfl 

aid  to  skin  loveliness. 

This  “Filtered  Sunshine”  |H 

element  is  released  from 
Woodbury’s  lather  as  you 
wash  and  bathe.  The  skin  readily  ab¬ 
sorbs  it,  as  extensive  tests  by  a  leading 
university  have  proved. 


Thk  sun  never  sets  on  tlte  progress 
of  Science!  Each  year  brings  new 
wonders.  And  1936  marks  tlie  greatest 
single  contribution  that  Science  has 
ever  made  to  the  cliarm  and  loveliness 
of  American  women. 

Toda-y.  a  soap  you  have  long  know'ii 
and  loved .. .^^^oodbury’s  Facial  Soap 
. ,  .  g^ves  your  complexion,  all  your 
skin,  the  marvelous,  beauty-enhancing 
benefits  of  “Filtered  Sunshine. 

Now  Endowed  with  Benejits 
of  ^Filtered  Sunshine 
For  more  than  50  years  Woodbury’s 
creamy  lather  has  coaxed  finer  texture 
and  clear  radiance  to  faulty  complex¬ 
ions,  improved  every  normal  skin, 
i  Now  the  original  Woodbury  for- 
^mula  brings  you  a  new  refinement.  By 


inyearspasLyoupaidlwenty-fivecenls. 

Your  complexion  will  soon  become 
“A  Skin  You  Love  to  Touch”. .. your 
skin  all  over  will  be  softer,  smoother. 
And  don’t  he  selfish!  Let  your  whole 
family  use  the  new“Filtered  Sunshine 
Woodbury’s  for  face,  hands  and  bath. 
It’s  splendid  for  the  baby’s  bath,  too, 
leading  authorities  agree.  At  all  drug, 
department  and  ten-cent  stores,  and  at 
your  grocer’s!  ‘Get  3  cakes  today! 


Try  this  amazing  new  scientific  soap! 
You  can  at  very  little  cost  and  on 
Woodbury’s  promise  to  refund  your 
money,  if  you’re  not  delighted!  The 
new  Woodbury’s  is  only  10c  for  the 
same  big,  long-lasting  cake  for  which. 


TUKE  IN  on  PAUL  WHITEMAN,  MJC  Net¬ 
work— every  Sunday  evening,  9:4-3  E.  D.  T. 

IS3t.  Julin  H  .Woodtu/r.lo** 


L««k  Tor  (lie  lirail  an<l  Mgnalui 
on  ell  ^ooJtury  tjruiluiti.  C 


2.3 


Getting  Attention  by  Being  Different 


BEST-READ  color  advertisement  in  a  recent 
issue  of  Collier’s. 

One  way  to  get  attention  is  to  be  different. 
Most  ads  show  photographs  of  people  in  lifelike 
poses.  This  shows  a  carved  bust.  Most  ads  show 
modern  people.  This  shows  a  hero  of  early  Amer¬ 
ican  history. 

There  is  a  rugged  simplicity  about  this  page 
that  makes  it  easy  to  look  at  and  easy  to  read. 
It  contains  only  a  few  elements: 

@  @  A  short  headline  and  a  big  illustration. 

@  A  single  copy  panel. 


(4)  (5)  Product  and  name  plate. 

Other  points  which  helped  to  give  the  copy 
high  reading  are  as  follows: 

fa)  The  copy  is  short. 

(b)  The  copy  is  framed  in  a  white  cut-out  panel 
which  makes  it  stand  out. 

(c)  The  bust  of  Paul  Jones  is  looking  directly 
at  the  copy  panel.  This  draws  the  eye  in 
that  direction. 
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PAUL  JONES  WHISKIES,  one  page,  two  colors,  CoUier*s. 


LJ OW  easy  it  would  be  for  us  to 
X  X  take  short  cuts  — and  give  you  a 
whiskey  almost  as  good  as  Paul  Jones! 

But  we're  just  old-lashioned  enough 
to  cling  steadfastly  to  the  slow,  time- 
proven  methods  of  distilling  that  we  ve 
used  for  over  seventy  years,  and  give 
you  — Paul  Jones  t 

One  sip  of  this  noble,  rich,  decp- 
Bavored  whiskey  will  tell  you  why  we’re 
such  sticklers  for  quality  — and  why,  for 
four  generations,  Paul  Jones  has  been 


gENTLEMAN'SlSJniSKEY 
SINCE  iS  65 


FrftDklort  Diitillcrlet,  loe., 
Louitvtlle  &  BkUimore,  mtkert 
of  Pour  Ro»e»  (94  proof),  OW 
Oicer  Pepp«r  <90  prooO,  Mat* 
tinjly  A  Moore  (90  proop— *11 
blendt  of  itraigbt  wbiikiet. 


Holding  Readers  after  You  Have  Stopped  Them 


BEST-OBSERVED  and  best-read  black-and- 
white  advertisement  in  a  recent  issue  of 
McCall's. 

This  advertisement  has  many  attention-getting 
features: 

(7)  Name  of  a  famous  movie  star. 

(2)  Photograph  of  the  star  in  attractive  and 
animated  pose. 

(T)  ©  Strip  technique  plus  some  interesting 
situations. 


(I)  Universal  appeal — women’s  desire  for 

romance. 

@  Copy  placed  at  bottom  of  illustrations. 

(T)  ®  Headlines  in  unconventional  lettering 
instead  of  formal  type. 

®  ®  ®  ®  Eour  testimonials,  including  the 
one  from  Irene  Dunne. 

In  general,  notice  how  effectively  this  page 
uses  the  technique  of  (a)  stopping  the  reader  with 
a  single  big  picture,  and  (b)  holding  the  reader’s 
attention  with  a  series  of  smaller  pictures. 


LUX  TOILET  SOAP,  one  page,  black  and  white,  McCall's. 
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•  "It  i6»m»  at  though  I'm  always  tho  oKtro 
girl,"  tight  Betty  from  tho  bock  teat.  Too 
bad  tho  dootn't  reolizo  that  unattroetivo 
Cosmetic  Skin  it  tpoiliog  her  good  looktl 


•  "I've  bought  to  mony  shower  gifts  this 
spring,"  thinks  Dot.  "I  with  tho  girls 
could  give  o  shower  for  mei"  Better  look 
to  your  complexion,  Dotl 


•  "This  trip  has  certainly  been  a  washout. 
Wonder  why  I  don’t  ever  meet  the  ottroc- 
tivc  men,"  mourns  Jane.  Wen  ore  drown  to 
the  girls  who  have  lovely  skin,  Jonel 


/rEN£  V UN NE 


RKO-RADIO  STAR 


don't  risk  Cosmetic 

Skin!  MY  COMPLEXION 

CA  R  £-  tox  Tbi  lbtSoap- 

REMOVES  COSMETICS 

THOROUGH  Ly- KEEPS 
SKIN  SOFT  AND  SMOOTH 


•  Miss  Susan  M.  of  St.  Joseph,  Mo.,  says: 
"I’m  engaged  to  Oonny.  Moybe  my  lux 
Toilet  Soap  complexion  is  responsible  — 
Donny  toys  nice  things  about  my  skin." 


%  Miss  Elizabeth  B.  of  Conynghom,  Po., 
toys:  "Lost  week  Paul  gave  me  my  ring." 
Elizabeth  krtews  you  con  use  cosmetics  freely, 
yet  keep  skin  lovely  with  Lux  Toilet  Soop.^ 


•  Miss  Charlotte  B.  of  Chicago  writet:  "My 
fiance  soys  I  look  os  pretty  as  o  movie  star. 
Just  blarney,  I  guest,  but  I  do  knew  I  keep 
my  skin  nice  the  Hollywood 


Right  and  Wrong  Ways  to  Handle  a  Difficult  Subject 


BEST-OBSERVED  and  best-read  half-page 
.  advertisement  in  a  recent  issue  of  Collier  s. 

@  News  is  the  chief  feature  of  this  advertise¬ 
ment.  Anything  as  radically  new  in  men’s  wear 
as  a  slide  fastener  or  “zipper”  for  trousers  is 
bound  to  get  attention.  Reason:  Men’s  styles  do 
not  change  as  rapidly  as  women’s.  If  you  look  at 
a  photograph  of  a  street  scene  taken  in  1910, 
the  women’s  clothes  look  outlandish,  but  you  will 
see  men  wearing  apparel  similar  to  that  which 
they  wear  today. 

@  @  @  ®  Notice  how  the  large  illustration 
plus  the  three  sub-illustrations  make  clear  the 
merits  of  the  product  and  explain  how  the  slide 
fastener  works. 


®  The  headline  makes  a  strong  appeal  to  self- 
interest  and  plays  up  in  big  lettering  (a)  the  mam 
feature  which  men  desire  in  clothes,  and  (b)  the 
special  trade-marked  type  of  slide  fastener  which 
the  manufacturer  wants  to  sell. 

The  restraint  and  dignity  of  this  advertisement 
are  also  important.  Slide  fasteners  for  trousers 
have  received  a  certain  amount  of  kidding, 
which  is  bad  for  sales.  This  “kidding”  would  be 
greatly  increased  if  the  ads  were  made  too  obvious 
by  the  use  of  arrows  pointing  to  the  fastener  or  by 
ludicrous  situations  involving  “the  trousers  that 
wouldn’t  stay  closed”  or  “the  trousers  that 
couldn’t  be  opened.”  Only  after  a  product  of  this 
kind  has  been  generally  accepted  and  the  novelty 
has  worn  off,  is  it  safe  to  remove  some  of  the 
restraint  from  the  advertising. 


TALON  SLIDE  E.ASTENER,  one-half  page,  black  and  white,  Colheis. 


28 


for  the  whole  life 
of  the  suit  jm 


with 


TALON 


The  button  closing  for  trousers  may¬ 
be  presentable,  perhaps,  when  new, 
and  freshly  pressed.  But  soon  after 
appear  wrinkles  .  .  .  gaps  .  .  .  signs 
of  shabbiness  ,  .  .  growing  worse  the 
longer  you  wear  the  trousers. 

But  what  a  difference  the  Talon 
closing  makes!  This  small,  flexible 
Talon  trouser  fastener  gives  a  trim 
and  finished  appearance  that  will  last 
the  life  of  the  trousers.  And  the  Talon 
fastener  creates  a  continuous  closure 
where  a  continuous  closure  is  impor¬ 
tant  to  good  taste. 

Already  8,000,000  men  wear  trou¬ 
sers  with  the  Talon  closing  .  .  .  this 
Spring,  474  manufacturers  are  licensed 
to  use  Talon  .  .  .  and  to  meet  their 
needs,  many  thousands  more  fasteners 
arc  made  every  day. 

Wear  a  pair  of  trousers  tailored 
with  Talon  and  discover  all  this  new 
closing  means  to  men. 

Hooklcss  Fastener  Company, 
Mcadvillc,  Pa. 


WITH  BUTTONS  WITH  TALON 


The  Talon  trouier  fastener  is 
made  tspecially  for  trousers.  The 
slider  locks  so  that  it  cannot  slip 
down.Taloti  is  precision-made.., 
always  dtPendable  ,  .  .  always 
uvrks  easih'.  Can't  catch  in 
underclothing  because  of  protec-, 
live  underflap.  Makes  disarray 
itnpossible  . . .  refines  drape  and 
finish.  Rustless. . .  unharmed  by 
dry  cleaning  and  pressing.  GitftS 
Perfect  service  far  beyond  the 
life  of  a  suit. 


Today  ...  well-tailored  trousers  are 
closed  with  the  TALON  slide  fastener 


Shakespeare  Would  Have  Laughed  at  This 


BEST-OBSERVED  black-and-white  adver¬ 
tisement  and  best  read  of  all  advertisements 
in  a  reeent  issue  of  Collier’s. 

When  you  consider  how  many  millions  of  peo¬ 
ple  in  the  United  States  attend  the  movies 
regularly,  it  is  easy  to  understand  why  a  page  like 
this  attracted  attention. 

(?)  The  main  illustration  is  an  attention-getter 
because  it  shows  the  familiar  faees  of  two  well- 
known  movie  stars  in  an  amorous  pose. 

The  sub-illustrations  portray  interesting  situa¬ 
tions  from  a  famous  story.  Notice  that  the  sub¬ 
illustrations  are  not  separated  by  white  space 
from  each  other  or  from  the  main  illustration. 
Instead,  there  is  a  eontinuous  gray  background 
which  merges  all  the  pictures  into  one  big  domi¬ 
nating  illustration.  This  method,  simply  by  putting 
more  ink  on  the  page,  gives  the  illustration  a 


stopping  power  greater  than  it  would  have  if  the 
pictures  were  separated  into  small  vignettes. 

@  The  headline  is  a  stopper  because  it  is  made 
up  entirely  of  famous  names.  Note  how  the 
movie  stars’  names  are  printed  in  larger  type  than 
the  name  of  the  play  and  the  author.  Shakespeare 
lovers  might  resent  this,  but  the  ad  man  who 
designed  this  page  knew  that  the  names  of 
Norma  Shearer  and  Leslie  Howard  had  greater 
pulling  power  with  the  masses  than  either 
Shakespeare  or  Romeo  and  Juliet.  This  fact  was 
illustrated  by  a  humorous  cartoon  which  appeared 
in  a  magazine  at  the  time  this  movie  was  being 
released.  The  cartoon  showed  a  young  man  and 
his  girl  friend  leaving  a  motion-picture  house 
where  they  had  witnessed  a  showing  of  Romeo 
and  Juliet.  The  girl,  with  an  indignant  expression, 
was  saying  to  her  escort,  “Aw,  why  didn  t  you 
tell  me  it  had  a  sad  ending!” 


METRO-GOLDWYN-MAYER,  one  page,  black  and  white.  CoUu-r. 
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the  final  gl 


NORMA  SHEARER 
Lp,LIE  HOWARD 

y  in  William  Shakespeare's  yl  L  t  ^ 

ClMyX 


I  \fayi 


Mth  JOHN  BARRYMORE 

EDNA  iNrAV  OLIVER  •  BASIL  RATHBONE  •  C.  AUBREY  SMITH 
AND1’  DEVINE  •  RALPH  FORBES  •  REGINALD  DENNY 
CON^^■AY  TEARLE  •  ROBERT  WARWICK  •  VIOLET  KEMBLE-COOPER 


Directed  by 
GEORGE  CUKOR 


The  Kind  of  Copy  Women  Like  to  Read 


BEST-READ  color  advertisement  in  a  recent 
issue  of  Good  Ilousel-eepivg. 

@  Appetite  appeal  is  the  big  attraction  here. 
The  pieces  of  cake  were  shown  in  rich  natural 
color,  one  with  pink  frosting,  one  with  yellow 
frosting,  one  with  white  frosting — and  all  deli¬ 
cious-looking.  In  addition,  there  is  an  appeal  to 
j)ride.  Any  woman  would  be  proud  to  serve  such 
attractive  home-baked  cake. 

@  @  The  headline  and  bridal  decoration  are 
timely,  since  this  advertisement  appeared  in  the 
month  of  June. 

(2)  (?)  The  headline  and  the  panel,  which  is 
set  in  the  illustration,  feature  the  idea  of  thrift. 


Note:  Some  ads  in  this  book  which  are  listed 
as  “best  read”  contain  short  copy — 100  words  or 
less.  This  Calumet  ad  contains  over  450  words. 


(5)  This  list  is  interesting  and  informative,  since 
it  tells  what  kind  of  cake  to  serve  on  various 
occasions. 

@  Women  like  to  read  recipes.  Surveys  have 
shown  that  recipes,  even  though  set  in  small  type, 
frequently  receive  twice  as  high  a  reading  as 
straight  sales  talk  set  in  larger  type. 

Note  that  in  addition  to  calling  for  Calumet 
Baking  Powder,  the  recipe  does  not  call  for 
ordinary  flour;  it  calls  for  Swans  Down  Cake 
Flour,  another  General  Foods  product. 

(t)  Good  featuring  of  Calumet’s  easy-opening 
can. 

Attractive  free  offer. 


not  counting  the  coupon.  Therefore,  it  is  a  con¬ 
siderable  achievement  for  this  lengthy  ad  to  be 
the  best-read  color  page  in  the  magazine. 


3^2 


CrVLUMET  BAKING  POWDER,  one  page,  four  colors,  Good  Housekeeping. 


VELVETY  CRUMB  ^ 

GET  IT  WITH  CALUMET, “thriftiest  OF  BAKING  POWDERS 


is  Caiumet 

powden»? 

V'^cTao', 

rrir““™£^^S? 


Sure  Slice* 

fiCON-OAfy; 


ilumet  Fruit  C^kt ..  .wedding  cake  to  dream  on. 
Iver  Cike  ...the  **bride’i  cake.  ” 
a  Foam  Fudge  Cake . .  .for  the  bachelor  supper. 
bboQ  Cake . .  .for  showerS. 
range  Roll . .  .for  parties, 

\RE  YOU  sighing  a  bit  wistfully,  little 
^bridc,  over  the  glorious  cakes  made 
your  honor? 

Take  heart— your  very  first  easy  onc- 
;g  cake  can  have  this  lovely  texture,  too! 
ccauscevcn  the  simplest  cakes  made  with 
alumet  Baking  Powder  have  a  marvel- 
js.  melting  tenderness — the  texture  that 


CALUMET'S  HEW 
EASY-OPENING  CANl 


Ooetwi*t.andcheoew 
Et*y-Openlae  Top 
llftkofn  lt’»sre«it<me- 
•nd  •t«mpcr*i«vcr1 
No  delay,  no  •ptllios, 
no  broken  flngemalU. 
And  inalde  there'*  • 
•pedal,  convenient 
apooo-levellerto  help 
you  set  accurate  level 
meaaurementa. 


"Tho  Calumat  Book 
of  Oven  Triumphs" 


Frances  Lee  Barton,  o.  h.  «  jc 

General  Foods,  Battle  Creek,  Mich.  ^ 
Please  send  me  your  FREE  recipe  boi  k 
“The  Calumet  Book  of  Oven  Triumphs 


Same. 


Street. 


Print  name  and  address  plainly.  Thij  offer 
expires  Dec.  31 . 1936— not  good  in  Canada. 


ay 


the  double-acting 

BAKING  POWDER 
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Conventional  Use  of  Comic  Strip  Technique 


BEST-READ  black-and-white  page  advertise¬ 
ment  in  a  recent  issue  of  True  Story  Magazine. 
This  comic  strip  follows  almost  exactly  the  lay¬ 
out  and  technique  of  the  regular  comics  which 
millions  buy  newspapers  to  read. 

@  The  top  panel  containing  the  name  of  the 
heroine  and  the  title  “Elmont  tries  to  put  one 
over”  is  similar  to  the  style  of  dozens  of  popular 
comic  strips. 

(2)  There  is  a  boy-and-girl  situation  in  which 
the  girl  is  the  winner.  This,  of  course,  appeals  to 


the  female  audience  reached  by  True  Story 
Magazine. 

(T)  Reading  of  this  strip  is  kept  at  a  maximum 
by  omitting  sales  talk  until  the  last  panel. 

@  The  bottom  panel  contains  in  small  space 
all  the  principal  elements  of  a  complete  sales 
message:  (a)  a  self-interest  headline;  (b)  reason- 
why  copy;  (c)  picture  of  the  product;  (d)  an 
action  coupon  .  .  .  Incidentally,  note  the  simi¬ 
larity  between  “Cutie,”  the  name  of  the  heroine, 
and  “Cutex,”  the  name  of  the  product. 


CUTEX,  one  page,  black  and  white,  Tnie  Story. 
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ilWOv’T  mfs  to 

A>OT  OWE  over' 


ifTHERE'S  NOTHINC3 
SILLIER  THAN  A 
MAN  WHO  THINKS 
HE  KNOWS  ALL 
,  ABOUTl^WOMESCS 
CLOTHES 


I  THOUSHT 
THSy  WOULDN'T] 


en  rush  the  girls  who  wear 

the  New  Bright  Cutex  Nails 


You  won’t  be  a  wallflower 
if  you  wear  the  new  bright 
Cutex  Nails.  Try  them  and 
see  if  the  grandest  men  don’t 
notice  you  and  flock  around. 

Cutex  Ruby  will  make 
your  oldest  black  frock  look 
as  if  it  were  going  places. 
Cutex  Rust  will  make  your 
grays  and  beiges  twice  as  ex¬ 
citing.  Cutex  Rose  will  fem¬ 


inize  all  your  sports  things. 

And  remember — every 
Cutex  shade  goes  on  smooth¬ 
ly,  never  cracks  and  keeps 
its  lovely  sparkle  for  days. 
Only  35i  a  bottle  at  your  fa¬ 
vorite  store  in  8  authentic 
shades.  L.et  Cutex  give  you 
modem  glamour  today! 

Nortliam  Warren,  New  York, 
Montreal.  London,  Paris 


^  Your  i  favorite 
.hades  of  Cutex;  Liquid 

Polish,  PolUh 


NorthBm’Warren  Sales 

Sept  Ie-S,  191  Hudson  St.,  Ne*  . 

(In  Z  Polish,  as  checked,  and 
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Something  New  in  Layout 


BEST-READ  black-and-white  page  advertise¬ 
ment  in  a  recent  issue  of  the  Ladies^  Ho7ne 
Journal. 

This  page  offers  helpful  information  in  a  layout 
that  is  good-looking  and  different. 

0  The  headline  “Room  Recipes”  packs  inter¬ 
est  for  housewives  into  only  two  words. 


@  @  @  The  illustrations  are  attractive  and 
the  staircase  picture  is  unusual. 

0  ®  0  The  copy  is  short  and  informative, 
and  is  printed  under  pictures.  As  previously  men¬ 
tioned,  this  is  an  effective  way  to  secure  high 
reading. 

In  general,  this  page  is  unique  because  it  looks 
more  like  editorial  matter  than  like  an  ad. 


BIGELOW  W'EAVERS,  one  page,  black  and  white,  Lmlies  Home  .Journal. 
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iELOW 

avers, 


C,ofng  modem 

Jow  s  wonder-W( 
sMpgests  this  ex< 

ingredient  .  .  .  B 


"P  Rfcipt  No  45  I 

carpet 

•  *  5,  as  modem  as  d 


'■pc'pes  from  Bigc- 
'?'■  instance,  which 
'np  for  your  chief 
he  latest  dirigiblef 


-nd  state,  ahooid  ray  ».cl 

orell  broadlooi 

°o''j  in  the  Id 

O  N.  Y.  A 

'  *^<^ci|.es  Folio  is  full  a( 


inply  as  thr  hostess  * 
races  every  step  of 

'  House  Ar  Garden 
'pressions’*  in  our 
n?  ideas  for  halls' 


SaaloKi 
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Putting  a  Complete  Sales  Message  into  Small  vSpace 


This  advertisement  made  an  unusual  record 
of  direct,  traceable  sales. 

@  The  headline  has  a  number  of  important 
qualities  as  follows: 

(a)  The  word  “electricity”  tells  what  the  ad  is 
about  and  thus  selects  the  proper  audience. 

(b)  The  wording  “Know  Electricity  as  Experts 
Know  It!”  gets  a  lot  of  selling  into  a  small 
space.  It  offers  exactly  what  the  prospect 
wants.  The  headline  could  have  said, 
“Study  Electricity”  or  “Take  This  Course 
in  Electricity,”  but  that  would  be  empha¬ 
sizing  the  wrong  thing;  namely,  the  work 
you  have  to  do.  The  present  headline  jumps 
over  the  study  period  and  emphasizes  the 
result — the  expert  knowledge  you  will 
acquire. 

(c)  Finally,  the  reward  of  knowing  electricity 
is  plainly  stated  in  the  last  part  of  the 
headline,  “get  an  expert’s  pay.” 

0  This  illustration  shows  the.  product  in  an 
attractive  way.  The  volumes  are  good  looking 


and  authoritative  looking.  They  constitute  a  set 
of  books  that  the  prospect  would  be  proud  to 
own.  Furthermore,  they  are  thick  volumes;  and 
the  titles,  which  are  large  enough  to  be  readable, 
seem  to  cover  the  electrical  field  in  a  thorough  and 
practical  manner. 

0  This  second  headline,  and  the  subheads 
that  immediately  follow  it,  further  emphasize 
the  fact  that  this  is  a  complete  lihrary  of  elec¬ 
tricity,  not  just  a  few  assorted  books  on  the 
subject. 

0  This  copy,  like  all  good  mail  order  copy, 
is  an  excellent  combination  of  compactness  and 
sales  punch.  Written  in  a  telegraphic  style,  it 
condenses  a  complete  sales  talk  into  three  inches 
of  space. 

0  The  convenient  coupon  gives  the  prospect 
an  opportunity  to  order  immediately.  The  last 
two  lines  of  the  coupon  obtain  information  needed 
for  credit  purposes.  Note  the  identifying  key 
number  in  the  lower  right-hand  corner.  Trans¬ 
lated;  this  means.  Popular  Mechanics  Magazine, 
March,  1937. 
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McGRAW-HILL  BOOK  COMPANY,  INC.,  one-half  page,  black  and  white,  various  magazines. 


Know  ]&l6ctiricil.x  a 
l^perts  K.XVOW  It . 


— *  and  get  an  expert’s  pay 

llccovory  has  begun !  The  months  ahead  arc 
charged  with  significance  and  expectation.  What 
will  you  do  to  get  the  jump  on  the  other  fellow? 
Thousands  of  men  have  used 

The  Croft  Library  of 
Practical  Electricity  V/ 

A  combined  home-study  course  and  reference  library  of 
master  electrical  practice. . 

7  VOLUMES.  3000  PAGES.  2100  ILLUSTRATIONS 

The  Croft  Library  is  a  complete  electrical  educator.  It  is 
founcled  on  practice — on  work  as  it  is  actually  done.  It  is 
jammed  from  cover  to  cover  with  the  kind  of  hardheaded 
facts  you  want.  Written  so  that  the  beginner  can  easily 
understantl  it.  yet  so  soutid,  so  thorough,  that  it  is  the  guide  of 
.'iO.OOO  highly  paid  electrical  workers  and  engineers. 

Explains  Every  Electrical  Problem 

This  Library  covers  electricity  thoroughly.  The  sound  and 
usable  material  it  offers  will  enable  you  to  solve  easily  and 
quit'kiy  all  of  the  many  electrical  problems  confronted  in  daily 
practice,  beginning  with  the  most  simple  circuits  and  an 
elementary  discussion  of  power  and  electro-magnetic  energy, 
tliese  books  advance  to  the  most  intricate  switchboard  wiring, 
telephony,  and  the  operation  of  central  stations. 

They  give  you  complete  information  on  motors — generators — 
transformer  —  circuits  —  currents  —  switchboanis  distribu¬ 
tion  systems — in.stallat  ifm  and  repair  of  electrical  machinery — 
wiring  for  light  anrl  power — the  National  Electrical  Code — 
\indei- writer  s’  l  efinirerncnls — signal  circuits — mathematics — 
etc.  You  are  taken  "on  the  job"  and  taught  electricity  from 
the  standpoint  of  finished  ex|>erience.  A  short  time  devoted  to 
these  books  each  day  will  open  for  you  the  entire  world  of 
electricity  and  advancement. 

NO  MONEY  DOWN  — EASY  PAYMENTS 

0KIII  In  and  tnali  the  coupon  attached  and  we  will 
send  you  the  entire  set  of  seven  volumes  for  10 
day.s’  Krec  Examination.  We  take  all  the  risk  — 
you  assume  no  obligation.  If  you  decide  to  keep 
the  book.s.  send  SI. 50  In  10  days  and  the  balance 
at  the  rate  of  S2.00  a  month,  while  you  use  the 
book.s.  .Send  the  coupon  NOW  and  see  the  books 


FREE  EXAMINATION  COUPON 

j  McGraw-Hill  Book  Co.,  Inc. 
j  330  W  42nd  St..  New  York,  N.  Y. 

.  SiMul  fur  10  free  cxaiiiiiiatitm  the  ( 'rnri  I.itirary  of  rractical 
I  Electricity.  If  <aii>fiietirry  I  will  s<*nil  you  .SI ..*>0  In  10  days  and 
I  S2  irn  tnonthly  until  tire  price  of  .Sin..'iO  is  palil.  If  not  wanted. 
I  I  will  return  tin-  hooks  post|»aiil.  (I'o  Insure  prompt  shipment, 
I  write  plainly  and  Oil  in  all  line-s.) 

]  Name  . 


I  ('otnpaiiy 
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The  Right  Time  to  Use  Sex  Appeal 


BEST-OBSERVED  and  best-read  page  adver¬ 
tisement  in  a  recent  issue  of  Collier’s. 

(T)  Here  we  have  the  ever-popular  “man-and- 
woman”  situation  coming  out  a  winner.  Sex 
appeal  might  not  do  for  selling  adding  machines, 
but  it  is  entirely  apropos  for  selling  bathing  suits. 
Men  want  to  be  admired  by  women,  and  women 
want  to  be  admired  by  men.  Therefore,  this 
drawing  by  artist  Petty  is  packed  with  appeal  for 
both  sexes.  Furthermore,  this  ad  is  timely,  since 
it  appeared  in  June. 

@  The  headline,  with  the  words  “finest 
fitting,”  singles  out  the  feature  that  people  want 
in  a  bathing  suit. 


(D  The  copy  continues  the  discussion  of  perfect 
fit.  That  is  a  good  way  to  hold  readers — continue 
to  talk  about  the  headline  theme  which  originally 
caught  their  attention. 

(4)  Nearly  everyone  is  interested  in  the  impor¬ 
tant  consideration  of  price. 

@  A  crude-looking,  conspicuous  coupon  can 
hurt  the  appearance  of  an  otherwise  handsome 
page.  Note  how  this  inconspicuous  coupon  de¬ 
tracts  nothing  from  appearance  and  yet  makes  it 
easy  for  the  prospect  to  secure  further  infor¬ 
mation.  Many  general  advertisers  of  the  “Fisher 
Body”  type  could  make  their  advertising  more 
resultful  and  more  scientific  by  simply  adding  a 
keyed  coupon  of  this  kind. 


•JANTZEN  SWIMMING  SUITS,  one  page,  four  colors,  CoUier's. 
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FINEST  FITTING 
SWIMMING  SUIT 

On  the  beach  or  in  the  water  your  en¬ 
tire  appearance  depends  on  one  brief 
garment.  Be  sure  that  garment  fits  you 
perfectly!  Your  mind-and  your  body- 
are  at  ease  in  a  Jantzen— so  smooth,  so 
comfortable,  so  perfect  is  the  fit. 

It  is  not  by  chance  that  Jantzen  is 
America's  finest  fitting  swimming  suit. 
Marvelous  elasticity  is  achieved  thru 
an  exclusive  knitting  process— Jantzen- 
stitch.  That  is  why  a  Jantzen  always  fits 
perfectly  and  permanently.  That  is  why 
a  Jantzen  gently  but  firmly  holds  the 
body  in  the  natural  position  of  youth. 

To  every  woman  this  means  a  truly 
surprising  degree  of  figure-control,  to 
men  a  trim  athletic  smartness. 

See  the  1936  Jantzens  today.  Very 
fashionable,  very  beautiful,  are  the  new 
Kava-Knit  fabrics.  Certainly  they  are 
quite  the  loveliest  of  the  year  in  rich¬ 
ness  of  texture  and  design. 

IJJustrated  ^  -tr 
MEN'S  STREAMLINE  TRUNKS  ....  3.95 
Other  JantzeD  Trunks  ....  2.95  to  4. 95 

THE  BRA-LACE  . 6.95 

Other  Jantzena  for  Women  .  .  4.50 /o  6.95 
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Making  Your  Ad  Look  Like  an  Editorial  Feature 


BEST-EEAD  advertisement  in  a  recent  issue 
of  Time. 

Unusualness  is  the  chief  virtue  of  this  page.  It 
contains  no  headline,  and  the  name  plate  or 
signature  is  so  small  that  it  is  unnoticed  by  the 
casual  glancer.  Therefore,  the  page  does  not  look 
like  an  ad  at  all,  but  like  some  new  kind  of  edi¬ 
torial  feature.  The  principal  stopper,  of  course, 
is  the  photograph  of  the  woman  looking  directly 
at  you. 

As  a  rule,  it  is  dangerous  to  subordinate  the 
name  plate  of  an  ad.  By  doing  so,  you  deliberately 
throw  away  any  effect  on  the  majority  of  maga¬ 
zine  readers  who  merely  glance  at  ads.  However, 
the  man  who  designed  this  page  did  so  good  a  job 
that  he  stopped  a  large  number  of  the  glancers  and 
made  them  read. 


®  The  first  part  of  this  copy  says,  “My  hus¬ 
band  paid  me  a  compliment.  But  I  am  sorry  he 
did.”  This  arouses  curiosity.  It  makes  you  want 
to  know  the  explanation  of  this  paradoxical 
statement. 

@  The  remainder  of  the  copy  tells  a  marvel¬ 
ously  effective  story.  It  moves  rapidly,  wastes  no 
words,  and  is  strong  in  understatement;  namely, 
in  the  things  it  doesn’t  tell.  Note,  for  example, 
the  part  of  the  story  that  is  omitted  between  the 
last  sentence  of  the  first  column  ®  and  the  first 
sentence  of  the  second  column  ®.  The  copy  does 
not  attempt  to  describe  the  struggle  the  woman 
went  through  between  1932  and  the  time  she 
worked  up  to  a  good  position  in  a  department 
store.  That  is  left  to  your  imagination.  In  a  case 
like  this,  imagination  is  stronger  than  words. 


NORTHWESTERN  NATIONAL  LIFE  INSURANCE  COMPANY,  one  page,  black  and  while,  Time. 
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<My  husband  paid  me  a  compliment.  Bat  I  am  and  1932.  I  finally  have  worked  up  to  a  good^^ 
Sony  he  did.  ^  'When  he  died  a  litlle  over  six  position  in  a  department  store.  My  daughter 

years  ago,  ho  left  me  about  $40,000  in  life  went  to  business  eollegc  instead  of  to  the  Uni- 

insuranee.  Not  long  before  lie  died  he  eaine  to  versity.  She  now  is  a  good  stenographer  and 

me  and  exjilained  that  with  the  help  of  his  life  eontributes  to  the  familj’ s  support.  INIy  son, 

insuranee  agent  he  had  worked  out  an  arrange-  after  high  sehool,  found  a  job  as  an  errand 

uient  whieh  would  use  this  $40,000  to  give  me  a  boy.  I’m  not  ashamed  of  what  hap- 

life  ineome,  but  none  of  the  prineipal  _  Iiened  —  even  wise  business  men  make 

in  eash.  “S’  I  thought  he  didn't  .  mistakes.  But  if  a  life  insuranee 

have  mueh  eonfidenee  in  my  man  arranges  i/our  husband  s 

life  insuranee  so  that  no¬ 


judgment,  and  told  him  so. 
He  was  niee  about  it.  He 


ean  ever 


ehanged  the  arrangement 
so  that  I  would  reeeivc 


thank  him 


thank  vour  husband  for 


listening  to  him.”  =«’=<««« 
Cases  like  this  are  not  sb 


life  insuranee  agent  objeet- 
ed  strenuously.  But  my  husbaml 
wanted  to  please  me. Not  long  ^  eommon  today,  for  men  are  eom- 

after  that  he  died.  I  discussed  the  w-  ing  to  heed  the  counsel  of  trained 

■■V 

investment  of  $40,000  with  my  sister’s  life  agents  who  urge  that  insurance 

proceeds,  beyond  lump  sum  needs,  be 
paid  as  income,  providing  lasting  security, 
he  was  working  for.  1  did  so.  About  six  Ask  an  N'^NL  agent  to  show  you  the  chart 

months  later  the  company  went  into  bank-  plan,  a  quick,  accurate  way  to  determine  life  in- 
ruptcy.  My  brother-in-law  lost  his  good  job,  surance  needs,  and  to  find  the  most  economical 
and  was  broken-hearted  about  the  loss  of  my  way  to  cover  them.  And  ask  him  about  N'''NL’s 
$15,000.  I  bought  some  good  stocks  with  record  of  growth  and  stability,  particularly  dur- 
$20,000.  They  tvere  good  stocks,  too.  They  were  ing  the  depression.  It  is  outstanding,  even  as 

.so  good  1hat  I  bought  more  of  them  than  I  compared  to  the  fine  record  of  all  life  companies, 

leonld  pay  for,  on  margin.  You  remember  what 
hapoened  to  even  good  stocks  between  1929 


husband.  In  good  faith,  he  advised  me 
to  invest  $15,000  of  it  in  the  company 


Northivestern  National  Life  Insurance  Company 

O,  J.  Arnold,  President 

STRONG  iMinneapoliSy  Minnesota  LIBERAL 
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Building  a  Following  of  Regular  Readers 


EST-OBSERVED  and  best-read  two-thirds 
page  in  a  recent  issue  of  Good  Housekeeping. 
Brevity  plus  entertainment  is  the  secret  of  this 
ad’s  success  in  attracting  readers. 

(T)  The  headline  suggests  entertainment. 

@  The  copy  is  brief,  and  the  cartoon  strip  by 


the  well-known  eartoonist  Soglow  is  humorous 
and  entertaining. 

A.  cartoon  series  of  this  kind,  if  well  done,  can 
actually  build  up  a  following  of  readers.  Note 
the  close  tie-up  with  the  product  throughout  the 
entire  strip.  This  has  more  sales  value  than  strips 
which  drag  the  product  into  the  last  panel  as  an 
afterthought. 


SUNBRITE  CLEANSER,  two-thirds  page,  black  and  white,  Good  Housekeeping. 
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MADAM-HERE 
IS  SOMETHING- 
THAT  WILL  CLEAN 
IT  QUICKLY,  _ 
SONBRITE 


When  Ad  Men  Go  Stale  They  Can  Use  This  Formula 


This  is  one  of  the  most  successful  mail  order 
ads  of  recent  years.  It  was  repeated  in  a  wide 
list  of  publications. 

(T)  The  headline  is  a  real  stopper.  The  words 
“Feel  Rotten”  probably  never  appeared  in  a 
headline  before.  The  idea  of  Doctors  feeling  rotten 
has  the  effect  of  making  this  statement  even  more 
startling.  The  second  part  of  the  headline — “This 
is  what  they  do” — contains  a  self-interest  prom¬ 
ise.  The  testimonial  angle  is  also  a  powerful  part 
of  this  headline.  The  reader  concludes  that  if 
doctors  follow  this  method  it  must  be  good. 

(D  This  drawing  arouses  curiosity  and  suggests 
that  the  page  contains  real  information.  However, 
the  copy  under  the  illustration  does  not  describe 
the  exercise  fully.  It  simply  arouses  further 
curiosity  about  it. 

(D  Like  almost  all  successful  mail  order  ads, 
this  one  contains  a  long  and  powerful  sales  talk. 
Other  good  features  of  this  ad  are: 

Picture  of  the  book. 


The  price. 

Photos  of  famous  people. 

Additional  testimonials. 

Interesting  subheadings. 

Copy  under  illustrations. 

A  coupon  for  immediate  action. 

A  choice  of  either  fa)  send  no  money,  or  (b) 
money-back  guarantee. 

When  mail  order  men  discover  a  successful  new 
headline,  they  sometimes  use  that  headline  as  a 
pattern  or  formula  for  other  successful  headlines. 
Here  are  some  suggestions  as  to  how  the  headline 
of  this  ad  might  be  used  as  a  formula.  These 
suggestions  are  not  all  practical,  but  at  least  they 
illustrate  the  formula  method : 

(Headline  for  seasickness  remedy)  When  sailors 
get  seasick,  this  is  what  they  do. 

(Headline  for  set  of  law  books)  When  lawyers 
are  sent  to  jail,  this  is  what  they  do. 

(Headline  for  business  course)  When  bankers 
go  broke,  this  is  what  they  do. 

(Headline  for  book  on  will  power)  When  minis¬ 
ters  are  tempted,  this  is  what  they  do. 

(Headline  for  Bromo-Seltzer)  When  bartenders 
have  a  hangover,  this  is  what  they  do. 


*1 
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SIMON  &  SCHUSTER.,  INC.,  one  page,  black  and  white,  various  magazines. 


When  Doctors  “Feel  Rotten 
-This  Is  What  The^  Do! 


HOW  can  many  of  New  York’s 
busiest  physicians  stand  up  un¬ 
der  their  grueling  duties?  Why 
are  their  nerves  so  steady,  their  minds 
so  clear  after  nights  of  broken  sleep  and 
days  of  fatiguing  work? 

The  answer  is  simple.  They  follow 
rules  for  health  described  by  Artie  Mc¬ 
Govern  in  his  new  book.  Many  not 
only  go  to  McGovern’s  famous  gym¬ 
nasium  in  New  York,  but  asked  him  to 
become  Physical  Director  of  the  former 
New  York  Physicians’ Club. 

These  doctors  are  too  wise  to  fall 
for  work-outs  that  leave  the  “patient” 
gasping,  dizzy,  exhausted,  the  kind  of 
exercise  that  does  more  harm  than 
good.  And  not  only  doctors  have  bene¬ 
fited  by  McGovern’s  safe,  sane  methods. 
Among  the  nationally  known  people 
who  have  used  them  are:  Grover  Whal¬ 
en,  Walter  Lippmann,  Vincent  Rich¬ 
ards,  Babe  Ruth,  Gene  Sarazen,  Rube 
Goldberg,  Frank  Sullivan,  Paul  White- 
man. 


ARTIE  MceOVERK 


Ferm<rlf  Dirftitr 
cf  Nrti>  Ycrt  Fkfii- 
riant'  Clah.  NahoDil 
AfMicur  CkunpMtt 
Boxer  »t  161  Lciroed 
science  of  truning  is 
prise  ring  days,  but 
realised  after  openiog 
first  should 

koosw  norc  about 
wjrkirtgs  of  human 
body.  So  he  studied 
at  Cornell  University 
Medics!  Clinic,  where 
he  was  also  physical 
direnor  for  S  years. 

Today,  at  44,  is  a 
model  of  physical  per- 
fcctiun— stronger  and 
more  active  than  the 
averagecollege  athlete. 


fit  WITHOUT  tmtk  dnAprry  nr  rxkmaiUay  ^rrruef 

smoking,  cocktails,  juggle  calories  or  vitamins.  He  has  no 
pills,  trick  reducing  salts,  tonics  or  apparatus  to  sell  you. 
His  famous  Method  is  based  upon  sound  scientific  princi¬ 
ples,  the  result  of  20  years’  experience  in  planning  physicaJ 
culture  programs  for  people  in  all  walks  of  life.  Thousands 
have  paid  up  to  $500  for  the  McGovern  course  —  now  so 
clearly  described  and  illustrated  in  this  great  new  book,  “The 
Secret  of  Keeping  Fit” — the  very  same  Method  relied  upon 
by  thousands  of  doctors  and  men  important  in  public  life. 


SEND  NO  MONEY 


It  a  America's  Greatest  Trainer  at  Last 
Reveals  His  Secret  of  Keeping  Fit! 

In  his  new  book  Artie  McGovern  gives  you  “de-bunked” 
tru®i  about  exercise.  He  explodes  fallacies.  He  shows  you 
how  to  increase  vigor,  feel  better,  relieve  constipation,  either 
lose  weight  or  put  on  solid  pounds — how  to  get  more  enjoy¬ 
ment  out  of  life.  Your  particular  problem  (depending  upon 
the  type  of  person  you  are)  is  treated  as  such. 

Here  is  a  book  of  unvarnished  truth  about  your 
body,  your  health,  your  living  habits.  It  shows  a 
safe  way  to  control  weight  (the  way  doctors  and 
nihlrles  du)  ;  hiiw  to  eliminate  nervousness,  sleeplessness;  a 

how  to  correct  constipation  without  la.xatives;  how  to 
tone  up  your  entire  system,  and  build  reserve  vitality  to  ^ 
resist  sickness.  And  ail  with  simple,  easy  exercises  you  ■ 

can  do  at  home — without  apparatus!  * 


TWY  THE  McGovern  method  on  this 

5^””!  3»-OAY  DOUBLE  GUARANTEE 

S;  The  McGovern  Method  has  worked  for  thou- 
sands  and  can  therefore  be  sold  on  these  terms: 

K  ^  Send  no  money  with  the  convenient  cou- 
*  pon  below.  WTien  postman  hands  you 
aM  your  copy  of  Artie  McGovern’s  new  book, 
THE  SECRET  OF  KEEPING  FIT.  deposit 

(with  him  the  Special  Offer  price  of  only  $1.98, 
plus  a  few  cents  postage.  If,  after  five  days' 
reading,  you  are  not  convinced  that  the 


PRICE 


SIMON  and  SCHUSTER,  Inc, 
J86  Fourth  Ave.,  N«w  Yorl  ‘ 

Send  me  a  ropy  of  Artie  .McGovet 
.^^t  of  Keeping  Fit.”  which  telU  in  cc 
McGotern  use*  in  keeping  dociort  and 
•  »Iks  of  life  up  to  par.  When  pottmxn  > 
few  cent*  postage  charges. 

It  ••  distinctly  understood  that,  if  1 
within  S  days,  it  is  siso  understo^  tk 
Method  into  practice  does  not.  within  one  : 

"■‘e'l  oJ  '*•*  P"‘'l«fre  of  ret 

my  {l.vK  (•  to  be  refunded  at  once. 


rn's  new  illustrated  book.  “The 
omplete  detail  the  methods  Artie 
famous  men  and  womeo  io  all 
delivers  it.  1  svill  pay  {1.98,  plus 


BABE  RUTH 

— What  th«  McGovRfti 
DM  He  Him 


State 

enclosing  jl  98  herew^ith.  fbi 


^'l*eek  here  if  yoj  sir  « 
charges  .Same  refaod 
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An  Eye-catcher  That  Seldom  Fails 


BEST-OBSERVED  page  advertisement  in  a 
recent  issue  of  the  Ladies’  Home  Journal. 
Big,  simple,  eye-catching  elements  printed  in 
bright  colors  made  this  page  stand  out  among 
competing  pages. 

@  A  large  picture  of  a  smiling  face  which  is 
looking  at  you  is  one  of  the  best  eye-catchers  that 
have  ever  been  discovered. 

(T)  The  headline  containing  the  words  “this 
summer”  is  timely.  Although  this  issue  of  the 
Ladies’  Home  Journal  was  dated  September,  it 


actually  appeared  in  August.  Also,  the  headline 
suggests  that  the  product  is  popular  with  millions. 
This,  of  course,  is  another  proved  appeal.  People 
imitate  other  people.  For  example,  if  a  crowd  of 
people  stand  on  the  street  and  stare  at  something, 
an  additional  crowd  will  stop  and  stare,  not  always 
knowing  what  the  original  crowd  are  staring  at. 
There  is  an  old  saying  which  expresses  this  imita¬ 
tive  instinct,  “Monkey  see,  monkey  do.” 

@  and  (T)  The  attractive  tray  of  cold  drinks 
and  the  package  of  Ritz  Crackers  catch  the  eye 
because  they  are  prominently  displayed. 


RITZ  CRACKERS,  one  page,  four  colors.  Ladies'  Hmne  Journal. 
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SBem  me  bverybovys 

CRAZY  ABOUT 
RTTZ  THIS  SUMMER  / 


See  for  yourself  how  these  amazing  Ritz  crackers 
put  a  brand  new  thrill  in  cooling  beverages  .  .  . 

One  of  the  most  pleasant  sur-  for  serving  with  summer  bev- 
prises  of  your  life  will  be  your  erages  and  dishes.  It  gives  them 
first  taste  of  Ritz!  You'll  hardly  a  new  thrill  that  just  can't  be 
believe  it  possible  for  a  cracker  described.  You'll  forget  the 
tobesodelicious.sorichlycrisp,  hot  weather  .  .  .  you'll  forget 
so  nut-like  in  its  satisfaction.  everything  except . .  ."Pass  the 
And  Ritz  is  iust  made  to  order  Ritz,  please!"  ' 


RITZ  HAS  DOUBLED  W  POPULARITX 
TOO, IN  MILLIONS  OF  HOMES/ 


PUT  RITZ  ON 
yoUR  SHOPPING 
■-'ST 


»ITZ  BRINGS  OUT 
HIDDEN  FLAVORS 
IN  EVEN  THE 
PLAINEST  DISHES 


/iPrW«c/o/ NATIONAL  BISCUIT  COMPANY 

bakers c/Uneeda  Biscuit,  Lorna  Doone  Shortbread,  Fig  Newtons, 
Premium  Flake  Crackers,  and  hundreds  of  other favorite  varieties. 
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The  Advertiser  Cashed  In  on  This  . 
and  So  Did  the  Joke  Writers 


This  mail  order  ad  became  famous.  Probably 
more  jokes  were  made  up  about  it  than  any 
other  ad  of  its  kind.  It  also  was  a  best  seller  for 
the  Hugo  Mail  Order  Course  in  French.  The  ad 
was  first  tested  in  The  New  York  Times  Book 
Revieui.  The  following  day,  newspaper  columnist 
Heywood  Broun  devoted  his  column  to  a  humor¬ 
ous  discussion  of  it.  He  said  in  part: 

“Naturally  I  was  interested  by  this  caption, 
for  French  has  been  one  of  the  great  tragedies  of 
my  life.  But  for  French  I  would  possess  a  college 
degree  and  stand  among  the  company  of  educated 
men.  Now  I  often  cringe  even  in  arguments  where 
all  the  merits  of  the  case  are  on  my  side.  Suddenly 
I  take  thought  that  the  man  across  the  room, 
whose  contention  is  palpably  absurd,  is  neverthe¬ 
less  the  holder  of  an  A.  B.  from  Hamilton.  And 
so  I  leave  the  field  to  him  with  a  placating  ‘Per¬ 
haps  I’m  wrong,’  and  an  added  obeisance  of 

‘There  is  much  in  what  you  say.”’ 

^  ^ 

Radio  and  stage  comedians  made  up  jokes 
about  the  man  who  spoke  to  the  waiter  in  French, 
and  humorous  magazines  printed  remarks  like 
these: 


“They  were  surprised,”  remarked  the  gentle¬ 
man  who  never  tipped,  “when  the  waiter  spoke 
to  me  at  all.” 

“After  you  learn  French  by  mail  you  can  con¬ 
verse  freely  with  anybody  else  who  learned  French 
by  mail.” 

He  *  *  51^ 

@  The  selling  power  of  this  ad  is  due  chiefly 
to  the  headline  which  (a)  arouses  curiosity,  (b) 
suggests  that  the  copy  contains  an  amusing 
story,  and  (c)  selects  people  who  are  interested 
in  learning  French. 

(T)  The  illustration  adds  to  the  attraction  of  the 
headline. 

(3)  The  copy  begins  with  a  story  which  grad¬ 
ually  leads  the  reader  into — 

(4)  A  powerful  sales  talk. 

(5)  There  is  a  convenient  coupon  for  immediate 

\ 

action. 


HUGO  FRENCH  COURSE,  one  page,  black  and  white,  various  magazine.s. 
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They  Grinned  When  the  Waiter 
Spoke  to  Me  in  French 


-but  their  laughter  changed  to  amazement  at  my  reply 


WE  HAD  dropped  into  Pierrot’s  for  din¬ 
ner —  Pierrot’s,  that  quaint  French  res¬ 
taurant  where  the  waiters  speak  nothing  but 
French.  Jack  Lejeune,  who  boasted  a  smattering 
of  Krcncli,  volunteered  to  act  as  inicrpretcr. 

“Now  tell  me  what  you  want  to  eat,”  an¬ 
nounced  Jack  grandly,  after  we  were  seated,  “and 
rii  ‘parley*  with  the  waiter.” 

With  halting  French  phrases  and  much  motion¬ 
ing  of  hands,  Jack  translated  our  orders  to  the 
waiter.  Finally  Jack  turned  to  me. 

“What’s  yours,  Fred?”  he  asked. 

“Virginia  ham  and  scrambled  eggs,”  I  replied. 
Jack’s  face  fell,  fie  knew  that  my  order 
would  'be  difficult  to  translate  into  French. 
However,  he  made  a  brave  effort. 

“Jnmbon  et  des - et  des - ”  but  Jack 

couldn’t  think  how  to  Say  “scrambled  eggs.” 
He  made  motions  as  if  he  were  scrambling  eggs 
in  a  fryihg  pan,  but  the  waiter  couldn’t  get  what 
he  was  driving  at. 

“I’m  afraid  you’ll  have  to  order  something 
else,  Fred,”  he  said  finally.  “1  can’t  think  of  the 
word  for  ‘scrambled  eggs.’  ” 

ICvcrybody  smiled — everybody  except  me.  With 
great  ceremony  I  beckoned  to  the  waiter.  “I’ll 
explain  my  order  to  the  waiter,”  I  said.  A 
chuckle  ran  around  the  table.- 

“  Fred  can’t  speak  French,  can  he?”  I  heard 
a  girl  whisper  to  Jack. 

"No — he  never  spoke  a  word  of  French  in 
his  life.”  came  the  answer.  “But  wanch  him. 
riiis  will  be  funny.  He’ll  probably  give  an 
imitation  of  a  hen  laying  an  egg.” 

A  Tense  Moment 

The  waiter  addressed  me.  “Qu’cst-ce-que 
vous  voulez,  Monsieur?”  he  asked. 

J  here  was  a  pause.  All  eyes  were  on  me.  I 
hesitated — prolonged  tlie  suspense  as  long  as' 
possible.  1  hen  in  perfect  French  I  said  to  the 
uaiter:  “Dunnez-moi,  s’ll  vous  plait,  du  jambon 
:iu\  oeiifs  broiiilles — ^Jambon  de  Virginie.” 

i  he  effect  on  my  friends  was  tremendous. 
Flic  laughter  stopped.  There  were  gasps  of 
.  ni.izt  luent.  In  order  to  heighten  the  effect,  I 
'.onrijim-il  for  several  minutes  to  converse  in 
Fl  ft-mli  with  the  waiter.  I  asked  him  all  sorts  of 
tpiesrUms — what  part  of  France  he  was  from — 


how  long  he  had  been  in  America,  and  many 
other  queries.  When  1  finally  let  the  waiter  go, 
everybody  started  firing  excited  questions  at  me. 

“Fred!  Where  did  you  learn  to  speak  French 
like  that?”  “W'hy  didn’t  30U  tell  us  }  ou  could 
talk  French?”  “\Vho  was  your  teacher?” 

“Well,  folks,”  I  replied,  “it  may  sound  strange, 
but  the  truth  is  I  never  h.Td  a  teacher.  And  just  a 
few  months  ago  1  couldn’t  speak  a  word  of 
French.” 

“Quit  your  kidding!”  laughed  Jack.  “You 
didn’t  develop  that  knowledge  of  French  in  a 
few  months.  I  thought  it  took  years  to  learn  to 
talk  like  that.” 

“I  have  been  studying  French  only  a  short 
while,”  I  insisted.  And  then  I  told  them  the 
whole  story. 

How  I  Learned  French  Without 
a  Teacher 

“Did  you  ever  hear  of  the  House  of  Hugo?”  I 
asked. 

Jack  nodded.  “That’s  that  famous  Language 
Institute  over  in  London,  isn’t  it?” 

“Yes,”  1  replied.  “They’ve  been  teaching 
languages  for  over  a  century.  Thousands  of 
Europeans  have  learned  foreign  languages  in  a 
surprisingly  short  time  by  their  ‘at-sight’  method.” 

“But  what’s  that  got  to  do  with  your  learning 
French?”  asked  JacL  “You  haven’t  been  over 
there  taking  lessons  from  the  House  of  Hugo, 
have  you  ?” 

“No,  I  couldn’t  go  to  the  House  of  Hugo,  so 
the  House  of  Hugo  came  to  me,”  I  replied  quiz¬ 
zically. 

My  Friends  Look  Startled 

“Here’s  what  I  mean,”  I  said.  “The  authori¬ 
ties  of  the  House  of  Hugo  got  together  recently 
and  decided  to  condense  their  knowledge  of 
language  instruction — their  experience  in  teach¬ 
ing  French — the  secrets  of  their  wonderful 
method  into  a  course  of  ■printed  lessons — a  course 
which  anyone  could  study  at  home. 

“This  course  turned  out  to  be  the  most  in¬ 
genious  method  of  learning  French  ever  devised. 
It  was  simply  marvelous.  It  enabled  people  to 
learn  French  in  their  own  homes,  in  an  incredibly 
short  time. 


“I  can  scarcely  believe  it  myself,  but  just  a 
few  months  ago  1  didn’t  know  a  word  of  French. 
Now  1  can  speak  and  understand  French  when 
It  IS  spoken  to  me.  And  I  didn’t  study  much — 
just  a  few  minutes  a  day.  There  were  no  la¬ 
borious  exercises  to  do — no  tiresome  rules — no 
dull  class-room  drills.  It  was  actually  fun  learn¬ 
ing.  Everything  was  so  clear,  so  simple,  so  easy. 
Honestly,  the  Hugo  ‘At-Sight’  French  Course  is 
the  most  remarkable  thing  of  its  kind  I  have 
ever  seen!’* 


Try  It  5  Days  FREE 

Ihis  story  is  typical,  You,  too,  can  now  learn  French 
at  home — quickly,  easily,  pleasantly-^just  as  thousands 
of  others  are  doing  by  the  celebrated  Hugo  “At-Sight" 
Meihod.  Twenty-four  fascinating  lessees,  carefully  planned, 
1  he  most  ingenious  method  of  learning  French  ever  dis¬ 
covered.  \Miole  generations  of  language-teaching  experience 
in  all  the  leading  European  cities  are  behind  this  French 
course. 

Ihe  woqderful  thing  about  this  simplified  Hugo  method 
is  that  it  makes  you  your  own  teacher.  At  home — in  minutes 
that  niight.otherwise  be  wasted — you  learn  phrase  by  phrase, 
sentence  by  sentence,  to  speak  the  language  correctly  and 
well.  'Jo  be  able  to  speak  French  is  decidedly  a  cultural 
attainment,  and  is  recognized  as  such.  Use  those  spare 
minutes  to  master  French  this  fascinating  Hugowayl 

No  money  is  necessary  now.  We  shall  be  glad  to  send 
you  the  complete  course  FREE  FOR  5  DAYS  so  that  you 
may  see  it  and  judge  it  for  yourself.  Within  the  free  ex¬ 
amination  period  you  have  the  privilege  of  returning  the 
course  without  cost  or  obligation,  or  keeping  it  as  your  own 
and  .sending  only  $i  as  a  first  payment,  and  thereafter  $Z  a 
month  until  the  full  price  of  ^12  has  been  paid. 

}’o«  are  the  judge.  Simply  return  the  course  within  5 
days  if  you  are  not  fascinated  and  delighted  with  it.  If  you 
act  promptly,  a  valuable  French-English  Dictionary,  con¬ 
taining  45,000  words,  will  be  included  without  additional 
cost. 

We  urge  you  to  clip  and  mail  this  coupon  today.  Doubleday, 
Page  &  Co.,  Dept.  F-522,  Garden  City,  New  York. 


Doubleday.  Page  &  Co..  Dept.  F-523, 

American  Represeniattves  of  Hufo's 
Language  Institute  of  London, 

Garden  City,  New  York. 

Please  send  me  the  Hufo  “French-at<Sight"  Courte,  in  a4«le»soni,  for 
free  examination.  Within  $  days  I  will  either  return  the  course  or  send  you 
$z  at  (hat  time  and  $2  each  month  thereartcr  until  £12  has  been  paid.  1  am 
to  receive  a  copy  of  the  Ffcnch'EncIish  Dictionary  without  additional  cost. 


5%  discount  for  coafi  with  order 
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Appealing  to  Both  Sexes  with  the  Same  Ad 


BEST-READ  advertisement  in  -a  recent  issue 
of  Collier  s. 

(I)  Tlie  headline  contains  a  promise  of  pro¬ 
motion  and  pay,  and  is  written  so  as  to  attract 
both  wives  and  husbands. 

(2)  The  subhead  suggests  a  true  story. 

@  An  interesting  plot  is  developed  via  comic 
strip  technique. 

(4)  Note  man-and-woman  situation  and  the 
happy  ending  as  a  result  of  using  Lifebuoy. 


(?)  This  panel,  addressed  to  women,  contains 
an  additional  promise — improved  complexion. 

(?)  These  bottom  panels  advertise  another 
product  made  by  the  same  manufacturer — ^Life¬ 
buoy  Shaving  Cream.  Thus,  two  ads  are  con¬ 
densed  into  a  single  page.  Again,  there  is  a  man- 
and-woman  situation  and  a  happy  ending. 

(7)  Note  the  free  offer  with  key  number  “Dept. 
A-115.”  This  method  (a)  helps  to  compare  the 
pulling  power  of  this  advertisement  with  other 
Lifebuoy  advertisements,  and  (b)  gives  prospects 
an  opportunity  to  sample  the  product. 


LIFEBUOY,  one  pa^e,  two  colors,  Collier  s. 


52 


r 


\Y  HUSBAND  OWES  HIS  PROMOTION  TO  fiE! 
7^  R(9.  cr^ <i  su^^i/u</ sUMtitf  iuiic/..\ 


ONE  DAY  I  OVERHEARD  TWO  CLERKS 

DISCUSSING  MY  HUSBAND 

MRS.S..  .IS  A  NICE  SOMEONE  OUGHT  TO 

LITTLE  WOMAN.  HOW  SEND  HIM  ONE  OF 

SHE  CAN  STAND  S...  THOSE  LIFEBUOY 

IS  MORE  THAN  I  KNOW  ADS  ABOUT  "B.O." 


SO  THAT  WAS  IT  ! 

I  HAD  SUFFERED 
SILENTLY  FROM  MY 
husband's  fault  FOR 
YEARS!  BUT  I  NOW 
GOT  BUSY.  I  GOT 
LIFEBUOY 


MY  HUSBAND  WAS  A  DRIVER  FOR  A  BIG  STORE 
(HER  STORY  BEGINS).  HE  WAS  AMBITIOUS  TO 
GET  INSIDE.  BUT  PROMOTIONS  ALWAYS 
PASSED  HIM  BY.  HIS  EMPLOYER  SAID  HE 
^  WAS  A  BETTER  "outside  MAN" 


YOU  MAKE  ME 
FEEL  SO  DRAB  !  \ 
HOW  EVER  DO  YOU 
KEEP  YOUR  SKIN 
SO  FRESH  AnO. 
GLOWING  ? 


I'M  A  HAPPY  WOMAN  !  MY  HUSBANDS 
"B.O*  DISAPPEARED.  HE's  IN  CHARGE 
OF  A  DEPARTMENT,  ON  THE  WAY 
TO  BECOMING  A  MANAGER.  AND^ 
IT’S  ALL  DUE  TO  LIFEBUOY  ■ 


.WITH  LIFEBUOY. 
ITS  A  MARVELOUS 
COMPLEXION 
SOAP 


MY  HUSBAND  WAS 
delighted!  he  SAYS 
LIFEBUOY  MAKES 
HIM  FEEL  REALLY 
FRESH,  AND  EXTRA 
CLEAN 


Look  in  your  mirror — now!  Has  your  skin  that  freshness 
>  women  envy,  men  adore?  If  it  has,  use  Lifebuoy  to  guard 
it!  If  it’s  tired-looking,  dull,  Lifebuoji  will  revive  it!  Thw 
creamy  lather  gently  removes  clogging  dirt,  makes  skin  glow  ^ 
Patch  ”  tests  on  the  skins  of  hundreds  of  women  prove  it  s 
more  than  20%  milder  than  many  so-called  “beauty  soaps" 

"B.O."  is  no  respecter  of  personsl 

Thousands  of  letters  prove  that  t 

no  one  can  be  sure  just  when  he's  f  >- 
offending.  Bathe  regularly  with  I 

Lifebuoy!  Its  rich  lather  searches  1 

more  deeply,  keeps  you  fresh! 

Its  clean  scent  rinses  away.  ^ 

Approved  by  Good  Housekeeping  Bureau  .  - 


fAiniIGH  FOR  120  TO  150  SHAVES  IN  THE  BIS  RED  TUBE 

■  ^  ^  _ _ _ — -  ■  '  I  I  -  '  '  ' 


SHAVING  USED  TO  BOTHER  MY  DAO  THAT 

WAY.  BUT  NOT  SINCE  HE'S  USING  , - 

lifebuoy  SHAVING  CREAM. 

SAYS  IT'S  EASIER  ON  TENDER 
SKIN  BECAUSE  IT'S  LOTS  ^ 
milder  THAN  OTHER  / 
leading  shaving  soaps  ) 


SWELL!  NO  MORE  SORE  FACE 
FROM  SHAVING.  LIFEBUOY'S 
SO  MILD  AND  SOOTHING'. 
ITS  LATHER  STAYS  WET,  TOO, 
SOFTENS  MY  BEARD  LIKE  . 
NOBODY'S  business  C 


/  WHAT  Y 
'HAPPENED,  ^ 
MR.  BLUEBEARD? 

FORGET  ^ 
[  TO  SHAVE? J 


I'M  SORRY,  BETTY,  BUT 
MY  SKIN  IS  SO  TENDER, 
SHAVING  EVERY  DAY 
MAKES  IT  VERY  SORE. 
HAVE  TO  GIVE  IT  A 
I  CHANCE  TO  RECOVER 


/  iEALLY?^ 
5  I'LL  TRY  IT. 
THANKS  FOR 
TELLING  ME 


Send  for  a  FREE  Trial  Tube 
Try  this  milder,  extra-moist  lather. 
See  how  much  more  shaving  ease 
and  comfort  it  offers.  Get  it  at  your 
druggist’s.  Ox  write  Lever  Brothers 
Co.,  Dept.  A- 1 1 5,  Cambridge,  Mass., 
for  a  Free  12-day  trial  tube.  (Tb/s 
offer  good  in  U.  S.  only.) 


How  to  Use  the  Tabloid  Newspaper  Technique 


BEST-READ  black-and-white  page  advertise¬ 
ment  in  a  recent  issue  of  Collier’s. 

@  This  headline  has  several  important  quali¬ 
ties:  (a)  big  news,  (b)  timeliness  (this  ad  appeared 
when  the  Queen  Mary  was  making  her  first 
voyage),  (c)  large  black  type. 

@  This  night  photograph  is  unusual  and  pic¬ 
tures  a  ship  in  which  everyone  is  interested. 


@  The  copy  is  written  in  a  newsy,  informative 
style  and  leads  gradually  into  a  sales  talk  for 
Mobiloil. 

®  The  photographs  at  the  bottom  of  the  page 
are  full  of  human  interest. 

Incidentally,  this  is  one  of  those  advertisements 
whose  stopping  power  is  increased  by  means  of 
large  dark  masses — by  sheer  weight  of  ink  on  the 
page. 


MOBILOTL,  one  page,  black  and  white,  Collier's. 
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THE  MAKERS  OF  MOBILOIL 


AMERICA’S  FAVORITE 
.  MOTOR  OIL 


200^000  h.p.  Engines,  Lubricated  by  Socony-Vacuum,  All  Set  for  Crossing 

7mlP0HKllHL^l^0^El.u^GEN<;l^i;5tu^c(^up.Bril-  To  safeguard  this  cosily  ma.liinery,  Cunard’While  dusirics,  depend  on  Socony-Vacuum  lubrication. 
/  ain's  new  supcrliner  is  awailing  the  day  of  her  Star  officials  take  no  chances.  From  boilers  to  propel-  In  America, this  leadership  is  known  to  the  milli 

iden  voyage  to  America.  moves  on  Socony-Vacuum  lubrication —  of  motorists  using  Mobiloil.  Try  it  yourself.  See  v 

riie  world's  eves  are  upon  her.  Will  she  bring  back  ‘I'*--  fame  lubrication  service  that  helped  the  famous  jt  means  to  use  a  lubricant  refined  by  tbe  Clear. 

Britain  tbe  rovelcd  Blue  Hiband  for  speed?  Cunarder,  the ‘•Mauretania,  win  and  hold  the  speed  Process.. .(/loroiighiyc/coiised of  impuritiesthath 

.  .  ,  ,,  .  ,  .  I-  honors  of  the  Atlantic  in  her  day.  tofore  resisted  refining.  It’s  on  sale  in  all  grades, wi 

in>ide  her  giant  htill  IS  the  answer... 16  turbines,  .u  c  r.u  iri 

ist  powerful  marine  engines,  capable  of  unleashing  Wherever  you  go,  in  63  different  countries,  major  ever  you  see  the  Sign  of  the  Flying  Red 


British  notabi.es  arc  hiphty  plcaaed  io  recent  in 
apection  tourof  newQueen  Mary'*  interior  fiuingi 


From  the  same  refineries  that  supply  you  mobiloil— 23,000  gallons  of  Gargoyle  Ma¬ 
rine  Oil  for  li  fc-lime  protection  of  Queen  Mary's  engines  — coslUeal  machinery  afloat. 


HK.^R  I.  brittf-N,  Commodore  of  the 
aril-Whilc  Sur  fieri,  will  hr  on  bridge. 


A  Conflict  with  a  Happy  Ending 


BEST-READ  half-page  advertisement  in  a  re¬ 
cent  issue  of  The  Saturday  Evening  Post. 

(T)  The  headline  suggests  entertainment  in  the 
manner  of  the  regular  newspaper  comic  strips. 

(2)  A  large  first  panel  is  used  in  order  to  get  the 
reader  started. 


@  Succeeding  panels  are  lively  and  dramatic. 
(4)  Happy  ending. 

@  Brief,  but  effective,  sales  ^Ik.  Reader 
research  shows  that  many  people  fail  to  read 
formal  copy  at  the  end  of  a  comic  strip.  Moral: 
Put  a  complete  sales  message  into  the  strip  itself. 


56 


BROMO-SELTZER,  one-half  page,  The  Saturday  Evening  Post. 


4 


IN'  MV  HEAP, 
JUNIOR -IT'5 
suffering 

FROM  UA5T 

\  NIGHT'S 
PARTV-  ] 


I'M  5o  SORRY  you 

PeEL  BAP,  UNCLE  ^ 
TOM— WHERE 
poes  IT  < 

HURT?  XK  ^ 


It  HURTS,  p-^  Vjn  *»  ,ff 


WAIT  LE  I  catch  Y0U,YCIU 
VOUNG  EiENP-VOU'RE 
LOWER  than  a  CENTI¬ 
PEDE  with  FALLEN 

— —T?^  ARCHES-V 


-  WAITA  SEC,  UNCLE  TOM  -  ^ 

DAD  KEEPS  BROMO-SEETZEI^ 

IN  THE  MEDICINE  CABINET  _ . 

HE  5AVS  IT'S  THE  BEST  THING  J 
FOR  HEADACHES -I'LL 
GET  YOU  SOME 


AhrriElAmfii  ♦/(  WELL,  IF  i  DO, 
—  A  .-p^^^^HANKRROMO- 
rrrTT^^ELTZER!  MY  HEAP- 
mFciRcus? gone- I  CAN 
SMILE  EVEN  f 
AT  YOU!  y 


TAKE  thi5,Y  First  grain 

UNCLE  OF  SENSE 
s  TOM  /  (yoo‘\lt  SHOWN, 
V_  VIPER  , 


1  ADVISE  EVERY  MAN  TO  TAKE 
BROMO-SELTZER  FOR  NEVCT- 
MORNING  HEADACHES.  DOCTORS 
FIND  IT  WORKS  FASTER,  BY  A 
ACTUAL  TEST  / - - - 


I/O 

FASTEN/ 


^  j  Doctors  rfct-ntly  tested  next-morn- 

J  inji  headache  remedies — found 

Bronio-Seltzer  worked  foster  than 
an\'  <»ther  remedy  tliey  testedi  It  does  tfiore 
for  Mtu.  l4i4t.  Stsothes  an  upset  sti>mach,  quiets 
nerves.  Retliices  the  e.scess  lactic  acid  in  the 
I'loot!  caused  In  o\  erindul^ence. 

Ask  for  Hrtimo-Seltyer  at  drugstores,  soda 
rouiil.iins.  Keep  it  in  your  iiudicine  cabinet. 


BROMO-SELTZER 
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An  Effective  Attention-getter 


BEST-OBSERVED  and  best-read  page  adver¬ 
tisement  in  a  recent  issue  of  The  American 
M  agazine. 

(T)  Photographs  of  young  children  and  babies 
almost  always  get  attention.  This  is  especially 
true  when  they  are  shown  in  an  unusual  situation. 

(2)  Two  factors  helped  to  secure  high  reading 


of  this  copy:  (a)  it  is  short;  (b)  it  obviouslj" 
contains  further  information  of  a  human  interest 
nature. 

(3)  This  heading  and  body  copy  contain  a 
powerful  reason-why  sales  talk,  the  logic  of 
which  is  undeniable.  And  the  reasons  for  taking 
pictures  todaij  are  combined  with  reasons  for 
buying  Kodak  films. 


KOD.\K,  one  page,  two  colors,  The  American  Magazine. 
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The  snapshots  you’ll  want  Tomorrow- 
you  must  take  Today 


They  don’t  come  twice — those  moments 
we  would  like  so  much  to  keep  forever. 
Clilldren  grow  up,  places  change,  people  for¬ 
get.  Make  your  snapshots  now,  and  be  sure 
of  them  for  keeps.  And  don’t  take  chances — 
load  your  camera  with  Kodak  Verichrome 
Film.  This  double-coated  film  gets  the  picture 
where  ordinary  films  fail.  Your  snapshots 
come  out  clearer,  truer,  more  lifelike.  Any 
camera  is  a  better  camera,  loaded  with  Veri- 
chrome— use  it  always  .  .  .  Eastman  Kodak 
Company,  Rochester,  N.  Y. 


How  to  Make  a  Continuity  Strip  Catch  More  Readers 


BEST-READ  page  advertisement  in  a  recent 
issue  of  Good  Housekeeping. 

In  general,  this  ad  looks  unusual — not  like 
an  ordinary  ad,  but  more  like  an  editorial 
feature  in  the  magazine. 

0  Although  there  are  five  panels,  the  first 
panel  is  as  large  as  all  the  others  combined. 
Thus  the  first  panel  (a)  stops  the  reader,  and 
(b)  gets  the  reader  started  on  the  series  of  panels. 

Other  good  features  of  this  first  panel  are:  (a) 
it  shows  a  man-and-woman  situation,  and  (b) 
the  copy  is  set  in  balloons.  Tests  have  shown  that 
putting  a  balloon  around  a  piece  of  copy  will 
definitely  increase  reading. 


0  The  interest  in  the  first  panel  is  continued 
in  other  panels.  The  copy,  however,  is  longer 
and  would  not  conveniently  fit  in  balloons. 
Therefore  the  layout  man  put  the  copy  in  the 
next  best  position;  namely,  under  the  illustra¬ 
tions.  He  also  used  the  effective  device  of  printing 
the  first  words  of  each  sentence  in  bold-face 
type. 

0  Many  ads  simply  end  with  a  name  plate. 
This  one  goes  a  step  further  by  combining  the 
name  plate  with  a  brief  sales  message.  Hence  this 
page  reaches  two  groups:  (a)  those  who  read  it 
clear  through,  and  (b)  those  who  read  only  the 
balloon  copy  at  the  top  and  the  display  line  at 
the  bottom. 


FELS-NAPTHA  S0.4P,  one  page,  blacl;  and  white.  Good  Floiise/ieeping. 
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YEAH  !  GORGEOUS  TAN -BUT  I 
CAN'T  ^‘GO"  HER  TATTIE-TAIE  GRAY 


did  you  NOTICE  SUE'S 
TAN  ?  IT'S  A  KNOCKOUT 


"I'm  sorry  if  I've  hm^tyour  feelings,  Sue— but  your  clothes  do  tattle 
about  you.  It's  not  your  fault.  I  know  you  aren’t  careless.  But 
that  lazy  soap  you  use  doesn't  wash  clean,  and  the  clothes  say  so. 


"Oh,  you  €otl  VC'Iiy  don't  you  tell  Sue  huw  to  get  rid  ol  tattle¬ 
tale  gr.iv  instead  of  meowing  behind  her  hack.' 

"Don’t  worrV/  darling.  1  fc/V/tell  her,  first  time!  catch  her  alone.' 


it's  Sue.  She  wants  us  for  dinner  to  see  how  perfectly 
grand  her  linens  and  things  look  now.” 

"Boy,  one  of  htr  dinners  is  something.  You’d  better  go  tipping 
off  all  your  friends  to  change  to  Fcls-Naptha  Soapl  ^  fic»  *  co.,  »*»» 


"Now  you  )u$r  clungc  to  my  standby,  Feis-Naptha.  That  richvr, 
p'll.ho  '  is  pail>J  firth  >i.iptha  dirt  practically  Hies  out.  Try 
IVl'  '^'.11  fh.i  for  sroikings  and  undies.  C(*o— it's  wt)nderfully 
L'cndi  And  it's  ea'^ter  <m  liantls  because  ever\  bar  holds  glycerine.” 


Danish  “Tattle -Tale  Gray”  with  Fels-Naptha  Soap 


' '  'MBi 

'  p 

A  “Scare”  Campaign  That  Built  Big  Sales 


BEST-OBSERVED  two-thirds  page  adver¬ 
tisement  in  a  recent  issue  of  Cosmopolitan. 

(T)  The  keen  gaze  of  the  policeman  with  that 
“going-to-give-you-a-ticket”  expression  makes 
this  picture  an  arre.'fting  one! 

(?)  This  headline  arouses  the  reader’s  curiosity. 
It  makes  him  want  to  know  what  the  policeman 
said. 


(3)  This  paragraph  contains  one  of  the  best- 
known  sentences  in  all  advertising — -“Even  your 
best  friends  won’t  tell  you.”  This  sentence 
has  been  repeated  for  years  in  Listerine  ads  in 
connection  with  many  different  situations. 

(T)  @  (T)  Note  how  picture,  headline,  and 
name  plate  convey  an  instantaneous  message  to 
everyone  who  is  familiar  with  the  Listerine 
stories  that  have  been  printed  in  the  past. 


LISTERINE,  two-thirds  page,  black  and  white.  Cosmopolitan. 
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“That's  not 
0  your  only 
offense,  mister” 

— and  then  the  copper  told  him  .  .  . 
told  him  what  his  best  friends  had 
never  had  the  heart  to  tell  him.  It 
simply  stunned  Hartley  .  .  .  now  he 
understood  why  people  deliberately 
dodged  him  .  .  .  why  business  ac¬ 
quaintances  always  sat  as  far  as  pos¬ 
sible  away  from  him  and  cut  his  calls 
to  a  minimum.  Then  and  there  he 
resolved  that  never  again  would  he 
be  guilty  of  an  offensive  hreath.jg^^^ 


o 


The  insi''ious  rhing  abaur  halitosis  (unpleas¬ 
ant  brearhl  is  that  ynti  yourself  nes-er  know 


when  you  have  it.  And  since  the  subject  is  so 
delicate,  even  your  best  friends  won’t  tell  you. 

Due  to  conditions  frequently  existing  even 
in  normal  mouths,  everyone  is  bound  to  have 
an  offensive  breath  at  some  time  or  other. 
Fermentation  of  tiny  bits  of  food  is  one  of 
its  principal  causes. 


Fortunately  this  condition  yields  to  the 
tegular  use  of  Listerine  as  a  mouth  wash  and 
gargle.  For  Listerine,  possessing  marked  anti¬ 
septic  and  deodorant  qualities,  halts  food 
fermentation  in  the  mouth,  overcomes  dis¬ 
agreeable  odors,  and  leaves  tbe  breath  sweet, 
fresh,  and  clean. 


Keep  a  bottle  of  Listerine  handy  in  home 
and  office.  Get  into  the  delightful  habit  of 
using  it  morning  and  night,  and  between 
times  before  business  and  social  engagements. 
Lambert  Pharmacol  Company,  St.  Louis,  Mo. 


Using  a  Testimonial  from  a  Well-known  Individual 


BEST-READ  page  advertisement  in  a  recent 
issue  of  The  Saiurday  Evening  Post. 

(T)  This  headline  is  not  a  direct  lead  into  the 
strip.  However,  it  makes  sure  that  no  one  can 
look  at  this  page  without  receiving  at  least  a 
brief  sales  message  for  Camels. 

(2)  This  strip  was  so  interesting  that  it  caused 
this  ad  to  outrank  all  others  in  the  issue  in  spite 
of  the  fact  that  the  headline  was  used  as  a 
slogan  rather  than  as  a  device  to  make  people 
read  further.  Here  are  the  main  interest-arous¬ 
ing  features  of  this  portion  of  the  ad: 


(a)  Photo  of  well-known  explorer. 

(b)  Exciting  statement  in  large  type,  “I 
captured  22  wild  elephants.” 

(c)  Series  of  dramatic  pictures  realistically 
drawn  in  brilliant  colors. 

@  The  last  two  panels  contain  an  effective 
sales  talk  for  Camels. 

(4)  At  the  bottom  is  additional  selling  directed 
at  both  men  and  women. 

(5)  Note  good  display  of  product. 
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CAMELS,  one  page,  four  colors,  The  Sioturday  Evening  Post. 


CAPTURtO  \ 

ao  elephahts;  | 

FR^N'^ 

p5s  "m  ORDER  TO 

.  ;M  get  THE  ONE  \ 

^  ,jy-  WANTED.  FIRST, 

^  ^  WE  BUILT  AN 
^  ^  ^  8-ACRE  KRAAL- 


•THE  ENRAGED  HERD,  MADDENED 
BY  THE  NOISE ,  THUNDERS  BLINDLY 
INTO  THE  KRAAL  -' 


^  NEVER  GET 
^  ON  YOUR  NERVEST 


'SMOKE?  YOU  BET- 

CAMELS./ 

THEY  ARE  SO  MILD 
THEY  NEVER  GET  MY 
WIND  OR  UPSET  MY 
NERVES -AND  WHAT 
A  SWELL  TASTE  ! " 


STAMPEDED  TOWARD  THE  TRAP* 


o  1936.  K.  .1.  Kpynolijs  Tob.  Co. 


YOU  U  LIKE  THEIR  MILDNESS  TOO! 


TUNE  IN! 


CAMEL  CARAVAN  uith  WALTER  O  KEEFE  •  DEANE  JANIS  •  TED  MUSING  •  GLEN 
and  the  CASA  LOMA  ORCHESTRA  •  Tuesday  and  Thursday  — 9  p  m.  E.  S.  T.. 
fl  p.  m.C  S.T..9:3«  P.  m.  M.  S.T..and  8: 30  p.  m.  P  S.T.- over  WABC- Columbia  Network. 


"Camels  are  so  mild 
they  never  jangle  my 
nerves  or  cut  my 
wind.  They' ve  got  real 
mildness.  And  as  for 
taste — well,  Camels 
just  can't  be  beaten  for 
smooth,  rich  flavor!" 
ALLAN  M.  CRAIG,  Jr. 

Salesmjn 


"I  was  attracted  to 
Camels  because  they 
have  such  a  delight¬ 
fully  mild  flavor.  No 
matter  how  many 
I  smoke.  Camels 
never  throw  my 
nerves  our  of  tune." 
MRS.  R.  W.  SAYXES 

,  Housewife 


'S' 

TVRfiisn&  aoMEsrre 
BLEND 

>.  CIGARETTES  . 


•  Camels  are  made  from  finer,  MORE  EXPENSIVE  TOBACCOS 
— Turkish  and  Domestic — than  any  other  popular  brand.  - 

(SigntJ)  R.;.  REYNOLDS  TOBACCO  COMPANY,  Winston-Salem,  N.  C. 
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Using  the  Poster  Treatment 


BEST-OBSERVED  page  advertisement  in  a 
recent  issue  of  Collier’s. 

The  principal  attention-getting  elements  are: 

(a)  Large  heads  of  people  in  a  cheerful  situa¬ 
tion  full  of  human  interest. 

(b)  Color.  This  ad  appeared  in  the  magazine 
in  brilliant  four-color  printing. 


(c)  Foreign  scene.  Not  all  of  us  have  time  to 
travel,  but  we  are  all  interested  in  foreign  lands. 

(d)  Good  display  of  product  name  and  pack¬ 
age. 

One  sentence  in  the  copy  reads,  “In  87  lands, 
‘Canadian  Club’  is  prized.”  This  is  good  copy 
because  it  doesn’t  merely  claim  popularity,  it 
proves  it. 


X 


CAN.4DI.tN  CLUB  WHISKEY,  one  page,  four  colors,  Collier’s. 


(lb 


“Wlien  1  visited  Rotterdam,’’ writes 
L.  E.  Bates, expected  to  find  dikes, 
silver  skates,  tulips  and  windmills. 
I  certainly  didn’t  expect  to  meet 
'Canadian  Club’<~but  there  it  was. 
and  no  old  friend  from  home  was 
ever  more  welcome.” 


In  87  lands,  '‘Canadian  Clob'  is  prized.  No  oilu-r 
viiiskey  dis(ill<‘d  on  llie  American  cuiiliiienl  liU"  ever 
-iifcume  ao  popular.  Wheitier  you  prefer  rye  <>i 
Itonrbon— bonded.  lilende<I  or  8traijdil-.you’ll  find  a 
I  liramW  jlker  wUiskey  lo  stiii  your  pur^^eand  pleaM- 
yuiir  palate.  \i  your  fa^oril<‘  dealerV  and  :ii 
elube.  lidr»  and  liulels  (hruugliuul  (lie  cuuni  r> 


There’s  a 
Hiram  Walker 
Whiskey  for 
every  taste 
and  purse. 


How  to  Write  Headlines  That  Attract  Readers 


BEST-READ  two-thirds  page  advertisement 
in  a  recent  issue  of  The  American  Magazine. 

(5)  Tests  have  shown  that  headlines  beginning 
with  the  words  “How  to”  usually  attract  more 
readers  than  average  headlines. 

Also  note  that  this  headline  arouses  the 
curiosity  of  hath  wives  and  husbands. 


@  The  first  panel  portrays  a  domestic  scene 
full  of  drama  and  action.  This  helps  to  get  the 
readers  started. 

®  ®  ®  The  copy  in  all  these  panels  is  brief. 
This  acts  as  a  further  attraction  to  readers, 
because  they  see  at  a  glance  that  they  can  read 
the  entire  story  in  a  short  time. 
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KAFFEE-HAG  COFFEE,  two-thirds  page,  black  and  white,  The  American  Magazine. 


REALLY.  BOB, YOUR  NERVES 
- 1  ARE  A  FRIGHT  I 


NOW  DONT  TELL  ME  AGAIN  I  OUGHT  TO 
DRINK  THAT  COFFEE  WITHOU T  CAFFEINE 


say,  ITS  SWELL  HOW 
ABOUT  SOME  MORE’I 


HOW  DO  YOU  LIKE  THIS 
NEW  COFFEE  I  GOT  TODAY,  BOB?) 


(TWO  WEEKS  LATER)  LOOK,  DADDY,  H ERE  S  THAT 
I  COFFEE  YOU  LIKE  SO  MUCH 


SO  THATS  WHY  I  FEEL  SO  MUCH  BETTER 
1  ITS  kaffee-hag  coffee! I 


KAFrSE-HAG  COFFEE 


(Pronounced  Kaffee-HAIG) 

SAVES  YOUR  NERVES 

Tave  nerves,  but  notions  about  decaffeinated  coffee,  let 
to  the  rescue.  All  the  grand  coffee  flavor  is  in  Kaffee-Hag, 
nerve  driving  caffeine  is  out.  It’s  real  coffee,  all  coffee, 
it  good  and  strong!  Kellogg  Co,,  Battle  Creek,  Michigan. 


One  of  the  Strongest  Appeals  in  All  Advertising 


This  newspaper  ad,  and  others  like  it, 
proved  to  be  successful  sales  builders  for 
Welch’s  Grape  Juice.  The  fat-reducing  campaign, 
after  being  run  for  three  years  in  limited  space, 
was  enlarged  to  include  additional  newspapers 
and  magazines. 

This  page  looks  so  much  like  a  mail  order 
advertisement  that  you  almost  expect  to  find  a 
coupon  at  the  bottom.  However,  it  is  simply 
an  excellent  illustration  of  applying  tested  mail 
order  principles  to  a  product  sold  in  stores. 

(T)  The  fat-reducing  appeal  featured  in  the 
headline  is  one  of  the  oldest  and  most  successful 
appeals  in  all  advertising.  All  sorts  of  products 
have  been  sold  in  large  quantities  by  means  of 
this  appeal.  For  example,  reducing  belts,  patent 
medicines,  rowing  machines,  books  on  diet, 
whole  wheat  bread,  and  various  other  non¬ 
fattening  foods  or  reducing  methods.  The  manu¬ 
facturer  who  can  prove  that  his  product  reduces 
fat  can  be  almost  sure  of  making  a  fortune. 
And,  parado.xically,  the  manufacturer  who  can 
prove  that  his  product  adds  pounds  can  make 
money  too.  Because  it  would  seem  that  half  the 
people  in  the  United  States  want  to  reduce  and 
the  other  half  want  to  gain  weight.  And  anybody 
who  can  arouse  the  interest  of  half  the  population 
doesn’t  need  to  worry  about  sales. 


Compared  with  the  average  headline,  this 
one  is  tremendously  long.  Instead  of  five  or 
ten  words,  it  contains  thirty  words.  However, 
the  type  is  so  well  arranged  that  the  headline  is 
both  a  stopper  and  a  complete  sales  talk  rolled 
into  one.  The  three  words  “Lose  Ugly  Fat’’ 
stop  the  reader  and  the  other  parts  of  the  head¬ 
line  offer  him  exactly  what  he  wants,  namely: 

(a)  Lose  7  pounds  a  month  (the  specific 
number  7  makes  this  claim  believable) 

(b)  No  going  hungry  (fat  people,  above  all 
others,  hate  to  go  hungry) 

(c)  No  exercise  or  drugs  (fat  people  hate  to 
exercise,  and  they  have  been  warned 
against  drugs) 

^  :(c  :|c  ♦ 

@  This  photograph  with  the  testimonial 
printed  underneath  adds  attractiveness  and 
believability. 

(3)^  The  copy  explains  how  the  method  works 
and  tells  why  it  works.  At  the  end  it  gives 
convincing  reasons  why  you  should  insist  on 
"Welch’s  when  you  buy  grape  juice. 


W.ELCH’S  GRAPE  JUICE,  various  sizes,  black  and  white,  newspapers. 


TO 


Here's  the  Amazing  Way 

Tests  Have  proved  to  O 


LOSE  UGLY  FAT 


7  POUNDS 
A MONTH 


without  suffering 
a  hungry  moment 

—and  without  taking  strenuous 
i  exercises  or  drugs  .... 


at  bedtime.  Then  eat  8easibly->and  this 
is  what  happens. 

First.  Welch's  Crape  Juice  satisfies  your 
craving  for  rich,  sweet  foods.  You  have 
less  desire,  to  overeat  fattening  foods — 
yet  you  do  feet  comfortably  satisfied. 
Second,  the  grape  sugar  In  Welch's  is 
quickly  burned  up  —  producing  vital 
energy.  And,  most  important,  helps 
nature  tocoosqme  eicess  fat. 

Third,  the  juice  has  an  alkalizing  effect 
on  the  system  which  any  doctor  will  tell 
you  is  highly  beneficial. 

This  Is  why  we^ht  is  not  only  lost  natu¬ 
rally  and  safely— often  at  the  rate  of  7 
pounds  a  tnonth.  or  more— but  why  you 
feel  so  much  better  and  stronger  as  your 
ugly  fat  disappears. 

Only  One  Thing  To  Watch 
In  following  this  proved,  SAFE  way  to 
lose  ugly  fat— eat  sensibly— and  be  sure 
to  use  Welch’s  pure,  aged,  unadul¬ 
terated,  full -strength  grape  juice.  Made 
from  the  finest  grapes  grown.  No  water 
added:  no  artificial  coloring.  Good 
Housekeeping  approved.  Insist  upon 
the  genuine  Welch's  Crape  Juice  for 
the  results  you  want. 

WELCH  GRAPE  JUICE  COMPANY 

Wefttficld.  N.  Y. 

IttCH  «W)«  DftAMAS 

Every  Friday  ni£ht  ovrr  NBC 
Blue  Nerwo^  S««  your  paper 
‘  *  lor  the  time  and  Kadon. 


Finlay,  an  amazing,  new  reducing  meth¬ 
od  is  sweeping  the  country.  A  method 
which  offers  at  last,  a  way  to  take  off 
ugly  fat  without  suffering  a  hungry 
moment— and  without  Caking  strenu¬ 
ous  exercises  or  drugs.  A  method  which 
actually  increases  your  physical  and 
mental  energy  as  excess  weight  seems 
to  disappear  like  magic. 

1  nder  the  direction  of  the  eminent  Dr. 
Damrau  of  New  York,  a  number  of 
people  who  were  gaining  at  the  rate  of 
12/3  pounds  a  month,  followed  this  re¬ 
markable  method.  And  the  average  loss 
registered  was  7  pounds  per  person  in  a 
single  month.  Consider  that  carefully. 


This  .sensational  reducing  method  sim¬ 
ply  calls  for  this:  Mix  of  a  glass  of 
W  elch's  Crape  Juice,  with  *4  of  a  glass  of 
water,  and  drink  before  each  meot--and 


WATCH  YOUR 
HUSBAND'S  WEIGHT 


Intunnce  Compuxtes  warn  about  the 
dtnserv  of  orerwHshr.  For  (hey  have 
dehnilety  proved  (hat  orerwelaht  places 
100  much  ot  a  load  on  (be  heart,  U  often 
OMOCiated  with  auch  dltcaaet  aa  diabecca 
and  kidney  trouble— and  thorcens  the 
normal  apao  of  life  Don't  allow  your 
huaband  to  become  everwetzht.  •SuiUteal 
(hit  amadogly  ewty.  pieaaont.  aafe  Welch 
way  to  reduce. 
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How  Timeliness  Increases  Reading 


BEST-READ  black-and-white  advertisement 
in  a  recent  issue  of  Collier’s. 

(T)  Timeliness  is  the  essence  of  this  message. 
It  appeared  just  at  the  right  moment  to  remind 
millions  of  readers  of  Mother’s  Day.  Also,  note 
these  qualities  in  the  illustration: 

(a)  A  dramatic  situation  is  pictured. 

(b)  The  flowers  are  shown  in  a  new  and 
unusual  transparent  package. 

(c)  An  ideal  type  of  model  has  been  chosen  to 
represent  the  mother.  You  may  not  agree 
with  this  at  first,  but  consider  the  ad 
man’s  problem  in  a  case  like  this.  The 
majority  of  mothers  in  the  United  States 
today  are  divided  into  two  widely  different 


types.  There  is  the  gray-haired  old-lady 
type  that  the  painter  Whistler  portrayed 
in  his  famous  “Portrait  of  My  Mother.’’ 
And  there  is  the  modern  type  who  uses 
cosmetics,  dresses  smartly,  and  keeps  old 
age  around  the  corner.  This  advertisement 
uses  a  good  compromise  between  those 
two  types. 

@  The  headline  does  not  attempt  to  be 
clever  by  employing  some  such  expression  as 
“Think  of  her  on  May  10”  or  “All  that  I  am  I 
owe  to  my  mother.”  The  simple  statement 
“May  10th  is  IVIother’s  Day”  is  much  more 
effective. 

(?)  This  panel  is  good  because  it  tells  simply 
and  quickly  in  pictures  and  words  just  how  the 
Florists’  Telegraph  Service  operates. 


7^> 


FLORISTS’  ASSOCIATION,  one  page,  black  and  white.  Collier's. 


HOW  TO 
SEND 
FLOWERS 
BY  WIRE 


2  — “  Go  *0  o  ^orlit'j 

$>iep  oiip'oying  th« 
Winged  Mercury  Emblen^ 


/mc  Darwtit  /uiluttd  in  20ik  Cmtury-Fo*  pr«dur/<V>n 
*  A*  Fim  Baby. "  Flatotrt  ttylrd  by  iAi>  Flarim '  Trlt- 
graph  Dtlivtry  Attaeiaiion. 


.  .  3-*~Ptoce  you'  O'der  ojW 
delivery  ItSstrucHOns  witti 
the  f.  T.  D.  foriit  (nembei 


reineniher  her  with  FLOWERS  -  HY-WIRE 


.  4  — AMO<ia*>on  ieow- 
work.  bonded  lo  g=ve  you 
eotlt^oction,  doei  the  reft 


Voiir  Mother’s  thouglits,  hopes  and  prayers 
are  ever  for  your  welfare  and  happiness. 
She  glories  in  your  triumphs,  sorrows  with 
you  in  adversity  .  .  .  her  love  and  under¬ 
standing  surround  you  always. 

On  Mother’s  Day  pay  homage  to  her  de- 
\fition  .  .  .  send  flowers!  If  you  are  far 
from  her — telegraph  them.  What  a  glorious 
tribute  flowers-by-wire  are,  what  happiness 
they  bring  .  .  .  yet  they  are  so  inexpensive. 


Any  F.  T.  D.  florist  will  be  glad  to  serve 
you.  As  a  bonded  member  of  the  Florists’ 
Telegraph  Delivery  Association  (Interna¬ 
tional)  he  displays  the  Winged  Mercury 
Emblem  on  his  shop  window — your  guar¬ 
antee  of  prompt,  satisfactory  delivery  of 
fresh  flowers,  artistically  styled,  anywhere, 
anytime.  Over  10,0(X)  florists— leaders  in 
their  profession — are  members  of  this 
speedy  and  efficient  world-wide  service. 


IEacN  the  FlOWEt  SECRETS 
OE  THE  "STARS" 


.  If-.-.sutfT  how  scrrrn 
*  orfttt  thfir  j't'rsunnU- 
-  enhe^r^  thnr  churius  hy 
"••iri'te  li’-'h  fi'iHtrs  stylf'd  10 
if  ifiyf-  Srmt ,i  in /iKst- 

•-V  ■  //•  —!-i’.ntrlrrs  F.  T.  f).  A.. 

1**1  llrnl  Crnntl  Uouh'iani. 
tf’  imii,  Msrh.,  and  prt  your 
•  RfM  thu  /’»/«» innlinp  l>onklri ' 


.  .  5 — Your  ord»f  ip«ttds 
to  an  aquolly  promln«4if 
f.  T.  0.  mewb«'  end 


we/^ 


...  6*“  Fr«ih,  frogroot 
ftawa's  Qre  prompsly  d«!iv- 
•rad  e»  dirntt^d  by  y«u. 


Outstanding  Results  from  Trade  Paper  Advertising 


This  advertisement,  addressed  to  chain  store 
executives,  was  a  success  from  the  start. 
It  was  remarkable,  not  only  because  of  the 
comparatively  high  number  of  inquiries  it  pro¬ 
duced,  but  also  because  of  their  quality.  Inquiries 
were  received  from  high  officials  of  several  very 
large  businesses. 

The  advertisement  was  not  intended  primarily 
to  sell  the  product.  Freon  Refrigerant,  but 
rather  to  sell  air-conditioning.  Its  simplicity 
and  directness  appeal  to  the  type  of  man  to 
whom  it  is  addressed.  It  has  an  “editorial” 
appearance. 


@  The  headline  promises  information  on  cost — 
a  subject  which  is  usually  avoided  in  air-condi¬ 
tioning  ads,  yet  is  in  the  mind  of  the  prospect. 

@  Generalities  about  air-conditioning  offer 
nothing  new  to  the  chain  store  executive — he 
knows  all  that.  This  copy  gives  him  information 
(a)  about  costs  of  air-conditioning,  and  (b)  aboiit 
activities  of  his  competitors. 

@  This  panel  of  recent  air-conditioning  in¬ 
stallations  has  considerable  news  value. 


FREON  REFRIGER.\NT,  one  page,  black  and  white,  Chain  Store  Age_ 
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nitial  cost  and  upkeep  of 
Air-Conditioning  o 


CHAIN  STORE  executives  almost 
without  exception  acknowledge  the 
benefits  of  air-conditioning.  Many  chains 
intend  to  install  air-conditioning  ulti¬ 
mately,  but  hesitate  to  take  immediate 
action  because  of  an  impression  that  first 
costs  and  upkeep  are  high,  and  because 
they  hope  that  equipment  costs  will  be 
considerably  lower  in  a  few  years. 

Air-conditioning  equipment  is  not 
costly.  For  example,  41  stores  in  the 
variety  and  chain  department  store  field 
reported  air-conditioning  installations 
during  1935  atan  average  cost  of  $22,072. 
Incidentally,  the  McLellan  Stores  Com¬ 
pany’s  San  Antonio  unit  doubled  its  sales 
with  air-conditioning.  Operating  cost  for 
this  unit  was  only  $150  per  month. 

In  the  chain  drug  store  field,  one  chain 
installed  air-conditioning  in  12  units  at 
an  average  cost  of  $2,833  per  unit.  An¬ 
other  chain  air-conditioned  10%  of  its 
units  at  an  average  of  $5,000  per  store. 

In  the  chain  apparel  field,  two  impor¬ 
tant  chains  air-conditioned  26  units  at 
an  average  cost  of  $7,500  per  unit. 

A  recent  survey  among  both  chain  and 
independent  hotels  and  restaurants  with 
air-conditioning  revealed  an  average  in¬ 
stallation  cost  of  $9,000,  and  an  average 
operating  cost  of  $5  per  day.  The  aver¬ 


age  patronage  increase  after  air-condi¬ 
tioning  was  installed  was  30%;  check 
averages  increased  20%. 

Air-conditioning  must  be  considered 
as  an  investment,  and  first  cost  must  be 
balanced  against  probable  increases  in 
business.  Few  investments  offer  so  high 
a  return  as  does  air-conditioning;  few 
improvements  offer  such  advantages 
over  competition. 

Waiting  for  price  reductions  in  air- 
conditioning  equipment  means  waiting 
until  the  many  advantages  and  profits 
of  immediate  installation  are  diminished 
because  of  installations  by  competitors. 
Air-conditioning  is  far  beyond  the  ex¬ 
perimental  stage.  While  new  improve¬ 
ments  and  apparatus  are  constantly  ap¬ 
pearing  on  the  market,  there  can  be  no 
question  that  existing  equipment  and 
knowledge  is  more  than  adequate  to  do 
an  efficient  and  economical  job. 

Immediate  profits,  proven  in  so  many 
cases,  are  so  great  that  it  is  unwise  to 
wait  longer  to  install  air-conditioning. 
The  profits  far  exceed  any  probable  re¬ 
duction  in  equipment  costs. 

Why  not  ask  an  air-conditioning  engi¬ 
neer  or  manufacturer  for  an  up-to-date 
estimate  of  installation  and  upkeep  costs 
for  your  stores.^ 


//ere  are  a  few  of  the 
chain  stores  air-conditioned 
with  "Freon” for  safety:  a 


Schrafft's,  Syracuse,  N.  Y.  " 
General  Electric 
Lerner’s  Stores  Corp. 

Newark,  N.  J.  York 

Liggett  Drug  Co.  Inc. 

Kansas  City,  Mo.  Frigidaire 

F.  W.  Woolworth  Co. 

Reading,  Pa.  Westinghouse 

Melville  Shoe  Co. 

Washington,  D.  C.  York 

S.  S.  Kresge  Co.,  Oak  Park,  Ill. 

Frick 

French,  Shriner  and  Urner 
New  York  City  Frigidaire 

Peggie  Hale,  Inc.,  Memphis, 

Tenn.  General  Electric 

Walgreen  Co.,  Chicago,  Ill. 

Frigidaire 

F.  W.  Woolworth  Co. 

Cleveland,  Ohio  York 

Simon’s  Lunch  Rooms,  Ltd. 

Los  Angeles,  Calif.  Kelvinator 

Adeline  Shops,  Inc. 

St.  Louis,  Mo.  Frigidaire 

Weinberger  Drug  Stores,  Inc. 
Canton,  Ohio  York 


"FREON"  contributes  safety  and  ef¬ 
ficiency  to  your  air-conditioning 
system.  It  is  non-poisonous,  non¬ 
flammable,  odorless,  non-explosive. 
It  does  not  harm  foods,  furs,  flowers 
or  clothes.  Specify  “FREON”  as  the 
refrigerant  for  your  air-condition¬ 
ing  system. 


REO.  U.  S.  PAT.  OFF. 


KINETIC  CHEMICALS,  INC.,  TENTH  &  MARKET  STREETS,  WILMINGTON,  DELAWARE 


How  to  Run  a  Successful  Prize  Contest 


The  makers  of  Camay  Soap  have  run  a 
“Life  Income”  contest  every  year  for  several 
years.  This  proves  the  success  of  that  type  of 
contest.  Each  contest  ad  asks  for  three  Camay 
wrappers  as  a  proof  of  purchase.  Campaigns 
like  this  one  are  expensive  to  run,  and  they  would 
not  be  repeated  year  after  year  unless  the  sales 
residts  were  satisfactory. 

Below  are  listed  the  principal  elements  that 
helped  to  make  this  prize  contest  bring  big 
returns. 

(T)  An  attractive  first  prize  is  offered  in  the 
headline. 

@  A  large  number  of  additional  prizes  are 
offered  in  the  subhead.  This  causes  the  reader 
to  say,  “Well,  if  I  don’t  win  first  prize  I  still 
have  a  good  chance  of  winning  something  ” 


@  The  contest  is  easy.  You  don’t  even  have 
to  have  a  sheet  of  paper  to  write  on,  because 
your  entry  blank  is  printed  right  in  the  ad. 
All  you  have  to  do  is  to  check  the  Camay  quality 
you  like  best  and  write  in  thp  blank  space  why 
you  prefer  this  quality. 

(4)  Proof  of  purchase  is  required  in  the  form  of 
three  Camay  wrappers.  This  insures  that  every 
entrant  (except  the  few  who  send  facsimiles) 
has  bought  the  product.  When  a  contest  like 
this  is  running,  dealers  everywhere  report  in¬ 
creases  in  sales. 

(D  There  are  names  and  pnotographs  of  former 
winners  of  Camay  “Life  Income”  contests. 
This  answers  the  question  of  skeptical  people, 
“Do  the  manufacturers  really  pay  these  big 
cash  prizes.?” 


CAMAY,  one  page,  four  colors,  various  magazines. 
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Hov  would  you  like  it  if  someone 
handed  you  a  cool  $1,000  in  cash! — 
told  you  there  would  be  another  $1,000 
for  you  rolling  in  steadily  year  after  year 
—financial  security  and  freedom  from 
worry  for  the  rest  of  your  life! 

Think  of  it,  one  minute  of  your  time 
may  win  you  the  Grand  Prize— $1,000  a 
year  for  life  or  a  flat  payment  of  $12,000 
cash.  And  remember— there  are  1 ,005  other 
big  cash  awards.  Why,  right  in  your  own 
section  of  the  country  alone  there  are  201 
Jocal  prizes — one  prize  of  $  1,000  cold  cash 
and  200  prizes  of  $10  each. 

MKRi'S  MOW  RND  HERE’S  WMYl 
We  offer  you  this  wonderful  opportutiicy 
because  we  want  you  to  try  Catnay,  the 
•world-famous  beauty  soap.  For  we  are 
sure  chat  once  you  see  how  gently— )»ow 
deeply  and  thoroughly  Camay  cleanses— 
how  smooch  and  radiant  your  skin  looks 
—we  arc  sure  you’ll  be  a  Camay  fan  for  life. 

And  it's  such  an  easy  contest!  All  you 
do  is  get  diree  cakes  of  Camay  and  try  it 
(it  costs  so  little).  Check  the  Camay  qual¬ 
ity  you  like  best- ree  listing  below— ioA 
then  in  25  words  or  less,  tell  us  why  you 
like  that  quality.  Simple-isn't  it? 

And  now.  Good  Luck!  Buy  Camay  to¬ 


day  and  enter  this  simple  Camay  Contest. 
No  matter  where  you  live,  you  have  a  fair 
and  equal  chance  td  win  an  income  of 
$  1 ,000  a  year  for  life  or  one  of  1 ,005  other 
Big  Cash  Prizes.  Don’t  pass  up  this  chance ! 

READ  THESE  EASY  RUIESI 

1  From  th«  list  bdow.  <h*ck  the  quxiity  like  bert  in 
Cimiy.  Then,  in  the  ipice  provided,  tell  u>  in  tbool  JS 
woidi  why  you  prefer  Ihii  quality. 

2  Print  pitinly  on  thit  entry  blank  your  ninie  and  tddre** 

«<>J  Ibt  s»d  dJJrtij  r*e  deWrr  /f««n  yiom  jtm 

Avy  Cam^j.  Attach  three  Camay  wnpper*.  or  frcsimile*. 
and  mail  your  etiUy  to  Camay,  Dept.  TW.  Roi  629. 
Crtcinnati.  Ohio.  AU  eouiea  mu*  be  poamarked  before 
•nidnisbt,  November  SOeh,  19S6. 

2  Send  in  ti  marty  entrie*  at  you  wi»h,  piwided  etch  i» 
on  a  aepince  entry  blank  or  abeet  of  plain  paper,  each 
bean  your  name  tad  arldrcss.  the  name  and  addreti  of 
your  dealer,  aod  each  ia  accompanied  by  three  Camay 
wiappen.  or  faciirailet. 

A  The  National  Ftite  of  11.000  a Ykar  For  Lift  willbeto 
annuity  pufchawd  iir  the  winner  by  Frocter  A  Gamble, 
or,  if  the  winner  elects,  $12,000  m  one  caab  paymcai. 

5  Judges  will  award  pritet  to  the  entries  wbicb,  io  their 
opinion,  give  the  moil  ori(iaal.  apptopriatt.  aod  roociae 
reason  for  Klectiof  the  ftulitr  choM.  tbe  qoality 
chesked  has  oo  induertcc  oo  the  iudciai. 

}ad«ing  win  be  under  the  diioctioa  of  Mtu  Eliie  M. 
Rushmorc.  Narreeaf  CaareflaJH.  aod  bci  asmitiB.  1^- 
ciiions  of  the  judeet  will  be  Snal.  No  tolriea  retutoed. 
Complete  list  of  prise  wiitocrs  will  be  anneuneed  ia  the 
March  27th  iasue  of  Liberty  Magasinc,  oo  oewialaodi 
March  ITih. 

6  Anyone  may  enter  ocepi  eaployen  of  Procter  * 
Gamble,  their  advertiting  tferxies  and  their  bmiliei. 

y  Contest  applies  only  to  the  United  StaRs  and  Hawaii 
and  IS  subject  to  Federal.  State  and  Loral  laws  and  r^. 
lalions.  Entrier  and  cooientt  thereof  become  the  property 
of  Procter  It  Gaofole. 


THEY’RE  BNJOYIMO  IT... 

TMBSI  19«4-19ZS  PRIZE  WtMNCRSt  . 

JuM  ihiok  of  Min  Hcleo  Duecao  of  Chiesjio— oow  co- 
foyioi:  the  il.OOa-a-ycar-for-life  Camay  Proe  money  «bc 
woo  io  t9M.  Or,  farther  our  wew.  at  Taeriasicm,  Vy 
aminp.  Mn.  J.  W.  Bloonser,  I9)S  prise  wioaaer,  with 
her  Camay  sncocoe  of  $1,000  a  year  for  Ide!  And  all 
thent  others  tbrouchout  rbe  couiury— 1,776  more  of 
them  t— sit  happy  wiDiien  of  Camay'*  (eoerout  cwh 
prises  !  Resolve  to  enter  mow  lot  1996. 


GRAND  PRIZE  — $1,000  a  Year  for  Life  I 

(or,  if  the  winner  elects,  $12,000  Cash  in  one  lump  sum) 

In  oddiHon — 

Those  201  prires  will  be  awarded  In  each  of  5  prire  lonet. 
FIRST  PRIZE  — $1,000  CASH  IN  ONE  PAYMENTl 
NEXT  200  PRIZES  — $10  CASH  EACH  IN  ONE  PAYMENTl 

In  zone  where  Grand  National  Prize  is  won,  the  first  prize  of  S  1,000 
cash  for  that  zone  will  be  awarded  to  the  entry  which  is  second  best  in 
the  opinion  of  the  judges.  Complete  Hit  prize  zones  ot  your  dealer  s. 


. 

aezmins 


3  '‘aat 


Deal-^i  Name 


THE  SOAP  OF  BEAUTIFUL  WO^EN 


@PX7@[>D[J1!LD[?[1§ 


ALSO  5  PRIZES  OF  $1,000  EACH 
AND  1,000  PRIZES  OF  $10  EACH 


77 


Selling  Several  Products  in  One  Ad 


BEST-OBSERVED  and  best-read  advertise¬ 
ment  in  a  recent  issue  of  Good  Housekeeping. 

®  ®  (D  Survey  after  survey  has  shown  that 
baby  pictures  are  good  stoppers,  especially  in 
women’s  magazines. 

@  ®  ®  This  copy  sparkles  with  originality 
and  interest.  Yet  it  does  not  neglect  the  sales 


message.  There  is  a  powerful  tie-up  with  John¬ 
son  &  Johnson’s  Baby  Powder. 

®  Observe  the  strong  appeal  to  mothers  in  the 
last  sentence  of  this  panel  of  copy. 

®  The  final  sales  copy  continues  in  the  same 
friendly  style  and  mentions  three  additional 
Johnson’s  baby  products. 
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.JOHNSON  &  JOHNSON’S  BABY  POWDER,  two-thirds  page,  Good  Housekeeping. 


•  “Oo-ftoo,  Mother! 
Conte  right  away — 
Sister’s  getting  all 
fixed  for  a  big  cry. 
And  you  knotv  how 
catching  it  is!  If  she 
cries.  Pm  going  to, 
too  —  'cause  she’s 
my  own  ttvin  and  I 
feel  so  sorry!” 


♦  “Sec  here — this 
woolly  sweater’s 
making  her  a  little 
bit  prickly.  How 
well  I  know  the  feel¬ 
ing!  Wouldn’t  a  few 
shakes  of  our  slick, 
smooth  Johnson’s 
Baby  Powderbe just 
the  thing?  ” 


•  “Some  jor  me, 
too? Oh,  how  nice! I 
just  love  to  feel  that 
soft,  slippery  pow¬ 
der  going  all  tickly 
down  my  neck.  Let’s 
not  have  it  just  at 
bath-time  —  let’s 
have  it  often!  Then 
we'd  never  cry!” 


•  “Pm  Johnson’s  Baby  Powder . . .  the  best  care¬ 
taker  for  babies’  lender  skins!  My  silky  smooth¬ 
ness  wards  off  chafes  and  rashes  — for  Pm  made 
of  finest  Italian  talc.  No  gritty  particles  and  no 
orris-root  ..  .Try  Johnson’s  Baby  Soap,  Baby 
Cream  and  Baby  OH,  too.” 
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Three  Stoppers  in  the  Same  Ad 


BEST-READ  page  advertisement  in  a  recent 
issue  of  Good  Ilousekeepiiig. 

0  This  continuity  strip  with  the  heading 
“Midnight  Robbery”  describes  the  kind  of 
cooking  triumph  that  every  housewife  wants. 

@  The  photographs  of  food  (in  natural  color 
in  the  magazine)  look  realistic  and  have  appetite 
appeal. 


0  The  recipes  give  complete  details  for  cook¬ 
ing  these  dishes,  and,  of  course,  Crisco  is  included. 
As  previously  stated,  recipes  almost  always  get 
high  reading.  Women  will  often  skip  ordinary 
copy  set  in  large  type  and  read  every  word  of  a 
recipe  set  in  small  type. 

Note  that  this  ad  has  three  stoppers.  The 
recipes  attract  a  large  group  of  women;  the 
pictures  of  food  attract  others;  and  the  con¬ 
tinuity  strip  attracts  still  another  group. 
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CRISCO,  one  page,  four  colors.  Good  Housekeeping. 


IDA'S  ASL£€P.  NOW  I'LL  0€T  AT 
THAT  L€MON  Pit  I 


NEXT  day: 

WHO  ATt  ALL  MY  LOVtLY 
LtMON  Pit  ? 


JIM  ATt  A  THIRD  Of 
THAT  CRISCO  Pit, 
AUNTIt,  AND  FELT 
FINE 


SOM€  LEMON  Pit, 
IDA'  WHY  SUCH 
A  LITTLt  PIECt  ? 


JIM,  I  WANT  TO  S€€  IF  IT  WILL 
AGRte  WITH  YOU  —  ITRItO 
CRISCO  PASTRY  THIS  TIME 
BtCAUSt  AUNTIt  SAYS  ITS 
OiGtSTIBLt. 


IDA.  use  LOVELY  LIGHT 
CRISCO  AS  YOUR.  ONLY 
SHORTENING... TRY  IT  FOR 
CARES  AND  FRYING, 

TOO. 


SWELL  CAKE!  SWELL  FISH' 
SWELL  Pit- SAY.  IDA — 


GOL-LY!  THAT'S  THE 
BEST  FRIED  FISH  — 
CRISP...  NATURAL¬ 
TASTING  ! 


DON'T  SAY  IT— LET  ME- 
IM  GOING  TO  COOK. 
ENTrtLELY  WITH- 
DIGESTIBLE  CRiSCO  / 


FOR  DIGESTIBLE  PIES,  CAKES  AND  FRIED  FOODS 

MAKE  THIS  ONE-WEEK  TEST 

—  wtik  a.  mane.^-lx£ck  ^us.te.ntee 

To  discover  that  Crisco  is  the  perfect  “all-purpose” 
shortening,  use  only  Crisco  for  a  week’s  cooking. 

See  if  pies  aren't  flaky-light,  truly  digestible.  See 
if  fried  foods  aren't  crisp  and  greaselessl  See  ifxakes 
aren’t  fluffy-light  made  with  pre-crcamed  Crisco! 
If  you  don’t  like  digestible  Crisco  for  all  yoxir  cook¬ 
ing,  after  one  week,  return  any  Crisco  you  have  left 
to  your  dealer  who  will  gladly  refund  your  money. 


JUST  WAIT  TILL  YOU 
SEE  MY  CAKE,  JIM  ! 


POTATO  BOATS  arc  dandy  *‘drcss-ups*‘ 
f<»r  creamed  meat  or  vi'getabics.  Fry  them  In 
d»r|)  Crisro  so  llioy'il  be  enmehy-brown  ont- 
side  aiiil  free  from  indlROstihlo  grcasincss.  Pure 
i^lioU-Noiiic  Crisco  makes  light  cakes  and  di- 
gusUble  iiastry,  too. 

fl  medium-Mzed  Crisco  for 

potatoes  deep-frying 

Select  oval  potatoes.  Pare.  Cut  off  lengthwiso 
slices.  Hollow  out  centers.  Cook  In  Imiiing 
salted  water  10  minutes.  Drain;  dry. 'Deep-fry 
in  digestible  Crisco  (the  vegetable  fat),  float 
Crisco  to  395®  F. — test  with  an  inch  cube  of 
bread— It  will  brown  in  40  seconds.  When  you 
begin  to  fry  potato  ?>oals,  raise  tho  heat  2 
minutes.  Drain  on  absorlwnt  paper.  Jill  with 
creamed  meat,  fish  or  vegetables.  BaVo  Crisco 
for  otlicr  fryings — it  never  gives  the  taste  of 
one  fried  food  to  another.  Economical  and 
digcstiblol 

Food  costs  money — don’t  risk  failure — use  pure 
creamy  Crisco  for  perfect  results  In  this  redpo. 

CRISCO  FOR  DIGESTIBLE  FRIED  FOODS 

ONLY  10)!  brings  you  ’•Favorite  Rfccipes.”  08 
rcciixjs!  Send  lOtf  in  coin  with  name  and  ad¬ 
dress  to  Dept.  XG-5G.  Box  837,  Cincionatl.  O. 


WAmUT  SQUARES  are  light  luscious 
surprises — and  do  people  ravel  Try  this  cake 
with  fluffy  Crisco — the  cake  shortening  that’s 
pre-creamed.  and  tastes  as  fresh  as  cream. 
And  remember — Crisco  is  the  making  of  light 
pastry  and  digestible  fried  foods,  tool 
^  cup  Crisco  H  teaspoon  salt 

1  cup  sugar  H  cup  milk 

2  eggs  ^  cup  chopped 

IH  cups  flour  nuts 

2  teaspoons  baking  1  teaspoon  vanlUa 
powder 

Blend  Crisco,  sugar  and  eggs  In  cne  stirring— 
it's  easy  with  pre-creamed  Crisco.  Sift  flour, 
baking  powder,  salt— add  alternately  with 
milk.  Uso  2  extra  tablespoons  flour  to  coat 
nuts.  Add  nuts  and  vanilla.  Uso  a  “Criscoed”- 
and-floured  pan  (about  8"  x  8").  Bake  in 
moderate  oven  (350®  F.)  40-45  minutes.  Cool. 

F/uify  lang:  Use  1  egg  white.  cup  sugar. 
3  tablespoons  water,  H  teaspoon  salt.  Put  in 
top  of  double  boiler  over  boiling  water.  Cook 
7  minutes,  beating  constantly  with  Dover 
beater.  Remove  from  beat,  add  H  teaspoon 
vanlila.  beat  until  of  a  spreading  consistency. 
Spread  on  cake.  Decorate  with  walnut-halves. 

Food  costs  money — don't  risk  failure — use  pure 
creamy  Crisco  for  perfect  results  in  this  recipe. 

CREAMY  CRISCO  FOR  LIGHT  CAKES 


AUNTIE’S  LEMON  PIE  makes  a  love 
match  between  creamy  lemon  filling  and  cloud- 
jK-alcs  of  luci’lngvic.  It's  perfection  with  Crisco 
pasiry — so  tender  and  digestible.  Try  light 
creamy  Crisco  for  cakes  and  frying,  too, 
l!j  cups  sugar  2  cups  boiling  water 

4  tablespoons  corn-  3  egg  yolks,  beaten 
starch  2  teaspoons  lemon  rind 

}■!  teaspoon  salt  H  cup  lemon  juice 
Blend  sugar,  cornstarch,  salt.  Stir  into  boiling 
uatcr.  Cook  and  siir  till  (hick  and  dear.  Stir 
in  <*gg.  yolks.  Cook  2  minutes  longer.  Remove 
from  stove.  Add  lemon  juice  and  rind. 

Crisco's  Tender  DirtcMiblc  Pastry:  Sift 
cups  flour  with  teaspoon  salt.  Cut  in 
cup  of  light  digestible  Crisco  (the  creamed 
M’grtable  fat)  until  fine  as  meal.  Add  4  to  0 
tabk’S|K>ons  water,  tjsing  as  little  as  possible. 
Roll  out  on  lightly  floured  board.  Line  pic 
plate.  Prick  all  over.  Bake  In  hot  oven  (4.'>0®  F. ) 
12-15  minutes.  Add  filling.  Cover  with  me- 
riueuc  (iToat  3  egg  whites  stiff  with  6  table- 
s|MHiii6flnc  granulated  sugar).  Brown  meringue 
in  slow  oven  (325®  F.). 

!'««kI  costs  money— don't  risk  failure — use  pure 
crL  amy  Crisco  for  perfect  rosults  in  this  reci/>e. 

CRISCO  FOR  DIGESTIBLE  PASTRY 

All  ^froKurcmcnls  Recipes  approved  by 

LHkvI  llousiTveopiiig  Institute.  Crisco  is  the 
n-gisit-rtNl  traiiuiuark  of  a  shortening  manufac- 
tui’i-U  by  tlie  Procter  &  Cambio  Company. 


T/Ae  cJitami^  CniAco  to  make  i^an.  pieA,  cokfi*.  aad 

13  T  O  and  du^tlbSc  .  .  . 

-tux  l3  V./  tkn.1^1^  S-Eb. 


Combining  Entertainment  with  Salesmanship 


BEST-OBSERVED  and  third-best-read  adver¬ 
tisement  in  a  recent  issue  of  The  Saturday 
Evening  Post. 

(T)  Here  are  the  qualities  that  helped  this 
comic  strip  get  attention: 

(a)  Most  important  of  all,  the  strip  shows 
pictures  of  George  Burns  and  Gracie 
Allen,  two  comedians  who  have  been 
made  famous  by  radio  and  motion  pictures. 

(b)  The  heading  “Educating  Gracie”  helps 
to  identify  these  characters  in  case  the 
reader  does  not  recognize  them  at  first 
glance. 


(c)  The  pictures  are  not  drawings,  but  photo¬ 
graphs  of  George  and  Gracie.  This  adds 
realism  and  interest. 

(d)  The  expressions  on  the  faces  are  animated 
and  varied.  This  suggests  that  a  lively 
conversation  is  going  on.  Incidentally, 
note  that  all  the  panels  are  different 
shapes  and  sizes.  This  avoids  the  monotony 
of  a  series  of  identical  panels. 

(e)  The  advertisement  was  printed  in  brilliant 
colors — red,  blue,  and  green. 

:)c  :f:  ;}c  He 

@  In  addition  to  entertainment,  this  page 
contains  a  good  display  of  the  product  and  con¬ 
siderable  sales  talk. 
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CAMPBELL’S  TOMATO  JUICE,  one  page,  four  colors.  The  Saturday  Evening  Post. 


A  CASE  OF  600P  JUDGMENT 
OK  TASTE  TNE  P/FFENENCE 


)  (  YEAH  !  AND  MY 
{  }  DADDY  TOOK  SIY 
;/  CANS. THEN  A 
/ 1  COP  TOOK  MY 
I  PADDY  y 


ARE  YOU  TAKING 
TOMATO  JUICE  LIKE 
KEN  NILES  SAID? 


LISTEN  IN  AND  LAUGH 

EACH  WEDNESDAY  EVENING 


COLUMBIA  NETWORK 
(  Coa*t‘to-Co<ut) 
l:3«  P.  M..  E.  S.  T.-7:JOC  S.  T. 
9:30  M.  T.-t:30  P.  S.T. 


hasn't  your  ) 

>  DADDY  ANY  ( 
JUDGMENT  ?  ) 


TOMORROW  HE  ^ 
GETS  IT.  THE  JUDGE 
IS  GIVING  HIM  HIS 
CHOICE -TEN  DAYS 
^  OR  TEN  DOLLARS 


What  makes  the  difference? 

Tomatoes,  first.  Tomatoes  cross  -  cultivarccj 
twenty-six  years  to  get  a  more  luscious  color  and 
a  brighter  flavor.  Ripened  Nature's  way — on  the 
vine,  in  the  sun.  Then  promptly  pressed — lightly, 
for  the  first  full-flavored  juice.  Finally,  Campbell's 
special  canning  process  retains  the  lively  fresh- 
picked  flavor  and  valuable  vitamins.  Nature 
made  it  a  grand  drink;  Campbell's  keep  it  that  way. 


^  Ijiiemember 
there  really  is 
a  big  difference 
in  tomato  juice! 


LOOK  FOR  THE 
HEO-ANO-WHITE 
lAEEL 


Say  ^'Campbell's  Tomato  Juice^* 
Drink  tomato  juice  often,  for  health  and  for 
fun,  at  lunch  and  dinner  and  between  times. 
But  —  do  be  sure  the  tomato  juice  you  buy  is 
Campbell's.  Remember,  there  really  is  a  big 
difference  in  tomato  juice.  Campbell's  is  the  one 
with  the  true  fresh-tomato  flavor. 

Taste  the  difference! 


It  will  take  just  one  glassful  of  Campbell’s 
■  itii  Juice  tu  let  you  know’  what  a  great  drink 
jto  juice  can  be.  The  ripe-red,  natural  color 
•  vs  you  to  drink,  and  the  first  sip  tells  you, 
/.  th<  true  fresh-tomato  flavor!"  You  drink 
,  lliifst  goes,  and  you  are  refreshed.  Afcer- 
J  )ou  feel  perked  up,  really  alive. 


You  Cfcn.  now  get 
l-l-uuncL,  2U-ounce 
or  SO -ounce  cans. 
Ask  fur  size  that 
suits  you  best. 


DO 

YOU  REMEMBI 

i 

-  WH 

0  ADVISED  YOU 

TO  )  ! 

TAS' 

T£  THE  DIFFERENC 

■  1 

,EOR6't  V, 
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Canada’s  Gift  to  Advertising  Writers 


BEST-OBSERVED  black-and-white  adver¬ 
tisement  in  a  recent  issue  of  Good  House¬ 
keeping. 

(T)  The  world-wide  interest  in  the  Dionne 
Quintuplets  caused  them  to  be  featured  in 
newsi)apers,  magazines,  and  motion  pictures. 
This  publicity  aroused  increased  interest,  which 
in  turn  brought  about  more  newspaper  stories, 
more  movies.  It  is  this  process  which  builds  up 
people  like  Lindbergh,  the  Quintuplets,  and  the 
Duke  of  Windsor  until  any  of  their  photographs 
becomes  a  stopper  that  few  will  pass  by.  This 
action  photograph  of  the  Quintuplets  at  play 


is  especially  well  calculated  to  stop  women 
readers. 

(D  The  use  of  the  word  “five”  in  the  headline 
helps  further  to  establish  the  identity  of  the 
children. 

@  The  first  paragraph  of  the  copy  says  that 
Lysol  is  the  only  disinfectant  ever  used  to 
protect  the  Quintuplets.  This  is  one  of  the  most 
powerful  sales  arguments  that  could  be  used, 
because  every  one  knows  the  care  that  has  been 
e.xercised  in  caring  for  these  famous  youngsters. 


LYSOL,  one  page,  black  and  white.  Good  Housekeeping. 
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Photovn^h  ooprTlfht«<9  by  }^A  SerT>ee  lae< 


The  DIONNE  QUINTUPLETS,  now  safely  through  their  second  year 


able  germicide  like  “Lysol”  to  help 
protect  both  mother  and  child. 

But  here  is  a  record  for  “Lysol”  of 
extraordinary  importance.  Following 
the  most  dramatic  childbirth  in  medi¬ 
cal  history  ...  in  the  care  of  the  most 
watched-over  babies  in  the  world  . . . 
“Lysol”  has  played,  and  still  plays,  a 
vitally  important  part. 

Their  clothes,  bedding,  diapers, 
cribs,  even  their  toys,  the  furniture 
and  woodwork  of  that  snug,  modern, 
little  Dafoe  Hospital ..  .all  have  been 
kept  clean  with  “Lysol,”  the  effective, 
economical  germicide. 


Are  you  giving  your  baby  this  scien¬ 
tific  care?  Are  you  using  “Lysol” 
to  clean  the  nursery,  bathroom,  the 
kitchen,  laundry,  cellar.;. to  disinfect 
clothes,  bedding,  telephone  mouth¬ 
pieces,  door  knobs,  banisters,  etc.? 
The  scientific  care  given  to  the  Dionnes 
is  an  example  every  mother  should 
follow.  Full  directions  for  correct  uses 
of  “Lysol”  come  with  each  bottle. 


the  day  oj  their  birth,  Lysol 
has  been  the  only  disinfectant  used 
to  help  protect  these  famous  babie^ 
from  the  dangers  of  Infection. 


The  very  first  registered  nurse  who 
reached  the  Dionne  home,  that  exciting 
birthday  morning  in  May  1934,  had 
“Lysol”  with  her  in  her  kit  and  went 
to  work  with  it  at  once. 

“Lysol”  has  been  used  in  thousands 
and  thousands  of  childbirth  opera¬ 
tions.  For  the  danger  of  Infection  is 
high  in  childbirth;  and  doctors  and 
nurses  know  they  need  a  safe,  depend¬ 


Dtiring  last  winters  flood  disasters,  thousands 
of  gallons  of  "LysoV’  were  rushed  to  devas¬ 
tated  areas,  to  fight  Infection  and  epidemics. 
Doctors,  hospitals,  and  Public  Health  offi¬ 
cers  know  they  can  depend  on  **Lysol”, 


FREE!  "Protecting  the  Dionnes" 

—  the  story,  toUK  pictures,  of  their  scientific  care 
On  the  occesion  of  their  birthday,  theae  famoua 
babies  have  a  gift  for  you!  A  free  book  telling 
thfir  life-story,  and  bow  ‘‘Lyaol’'  has  helped  pro¬ 
tect  them  .  .  .  full  of  fascinating  facts  and  photos. 
Send  name  and  address  on  a  complete  "Lysol'* 
carton  (any  size)  to -- Lebn  a  Fink  Products 
Coar.,  Bloom&eld,  N.  J..  Dept.  CH-7.  Sole 
Dsstribulors  of  "Lysor*  disinfectant. 


NEW!. ..LYSOL  HYGIENIC  SOAP 

. . .  for  hands,  complexion,  bath.  A  fine, 
6rm,  vt’liiie  soap,  with  the  added  de¬ 
odorant  property  of  “Lysol.”  Protects 
longer  against  body  odors,  wi'.liout 
after-odor.  Washes  away  germs  and 
perspiration  odors.  Try  a  cake,  todav! 


&  193a,  LehD  ft  Fink.  IsC. 


An  Ad  with  an  Unusual  Sales  Record 


This  mail  order  advertisement  achieved 
unusual  success  over  a  period  of  more  than 
ten  years.  A  number  of  other  ads  for  this  course 
in  English  have  been  tried,  but  the  one  given 
here  has  been  outstanding. 

(T)  Note  these  qualities  in  the  headline; 

(a)  It  selects  the  proper  audience  by  discussing 
“mistakes  in  English.” 

(b)  It  arouses  curiosity. 

(c)  It  offers  free  information.  This  is  done  by 
the  word  “these”  in  the  headline.  For 
example,  if  the  headline  simply  said, 
“Do  you  make  mistakes  in  English,” 
the  reader  might  conclude  that  the  copy 
was  simply  a  lecture  on  the  importance  of 
speaking  good  English.  But  the  headline 
says  “these  mistakes.”  Therefore  there 
must  be  some  mistakes  listed  in  the  copy. 
The  reader  can  learn  what  they  are  and 
profit  without  spending  a  penny. 

However,  many  of  the  readers  who 
thought  they  would  get  something  for  noth¬ 
ing  did  not  realize  the  power  of  a  good  mail 
order  sales  talk.  Such  a  sales  talk  is  like 
opium.  It  leads  you  on,  promising  better 


and  better  things.  It  is  like  a  chain  whose 
links  are  imperceptible  at  first.  Gradually 
the  links  grow  stronger  until  they  finally 
drag  money  out  of  your  pocket. 

^  :fc  ^  ^  :)c 

@  Here  are  qualities  that  make  the  subhead 
effective: 

(a)  It  increases  interest  by  using  the  words 
“remarkable  invention.” 

(b)  It  increases  confidence  by  stating  that 
more  than  100,000  people  have  used  this 
method. 

(c)  It  offers  quick,  easy  results — ^“Only  15 
minutes  a  day  required.” 

:tc  :•«  *  5j«  * 

@  This  is  one  of  the  longest  ads  ever  printed 
on  a  single  page.  Its  success  proves  that  people 
will  read  tremendously  long  copy  if  they  are 
real  prospects.  Note  how  the  subheads  scattered 
through  the  copy  keep  beckoning  to  the  reader 
with  additional  promises. 

• 

(4)  The  coupon  gives  the  reader  an  oppor¬ 
tunity  to  act  immediately,  while  he  is  in  the 
mood. 


/ 


SHERWIX  CODY,  one  page,  black  and  white,  various  magazines. 
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Do  You  Make  These 
Mistakes  in  English?^ 

SEerwin.  Cody’s  remarkable  iavention.  has  enabled  more  than 
100,000  people  to  correct  their  mistakes  in  English.  Only  15 
minutes  a  day  required  to  improve  your  speech  and  writing 


Many  persons  use  such  expressions  as 
-Leave  them  lav  there”  and  "Mary  was 
invited  as  well  as  myself.”  Still  others  say 
"Ijetween  you  and  I”  instead  of  “between  you 
and  me.”  It  is  astonishing  how  often  "who”  is 
used  for  "whom”  and  how  frequently  we  hear 
^ueh  glaring  mispronunciations  as  "for  MID 
able,”  "ave  NOO,”  and  "KEW  pon.”  Few 
know  whether  to  spell  certain  words  with  one  or 
two  "c's"  or  "m’s”  or  “r’s”  or  with  “ie”  or  “ei,” 
and  when  to  use  commas  in  order  to  make  their 
meaning  aljsolutely  clear.  Most  persons  use  only 
common  words — colorless,  Hat,  ordinary.  T  heir 
speech  and  their  letters  are  lifeless,  monoto¬ 
nous,  humdrum. 

Why  Most  People  Make 
Mistakes 

What  is  the  reason  so  many  of  us  are  de- 
heient  in  the  use  of  English  and  find  our  ca¬ 
reers  stunted  in  consequence?  Why  is  it  some 
can  not  spell  correctly  and  others  can  not 
punctuate?  Why  do  so  many  find  themselves 
at  a  loss  for  words  to  express  their  meaning 
aderiuately?  The  reason  for  the  deficiency  is 
clear.  Sherwin  Cody  discovered  it  in  scientific 
te.ds,  which  he  gave  thousands  of  times.  Most 
prrsuiis  do  not  write  aud  speak  good  htigUsli 
simply  Oeeause  they  never  formed  the  haOit  of 
tloiiig  so. 

What  Cody  Did  at  Gary 

'I'he  formation  of  an}'  habit  comes  onl}'  from 
mnstant  practice.  Sliakespeare,  you  may  Ite 
.'Ure,  never  studied  rules.  No  one  who  writes  and 
s|K'aks  correctly  thinks  of  rules  when  he  is  do¬ 
ing  so. 

Here  is  our  mother-tongue,  a  language  that 
has  built  up  our  civilization,  and  without  which 
we  should  all  still  be  muttering  savages!  Yet 
our  schools,  b}'  wrong  methods,  have  made  it  a 
sludv  to  be  avoided — the  hardest  of  tasks  in¬ 
stead  of  the  most  fascinating  of  games!  For 
}ears  it  has  been  a  crying  disgrace. 

In  that  point  lies  the  real  difference  between 
Sherwin  Cody  and  the  schools!  Here  is  an  il¬ 
lustration;  Some  years  ago  Mr.  Cody  was  in- 
\  iteil  by  the  author  of  the  famous  Gary  System 
•  jf  F.ducaticin  to  teach  English  to  all  upper- 
grade  pupils  in  Gary,  Indiana.  By  means  of 
unique  practice  exercises  Mr.  Cody  secured 
more  improvement  in  these  pupils  iii  five  weeks 
III, III  pii  vioitsly  hod  keen  obtained  by  similar 
pupils  ill  luo  years  under  old  methods.  There 
\\.is  no  guessnork  about  these  results.  They 
wfu  proved  In  scientific  comparisons.  Amaz¬ 
ing  as  this  iniproxemi  nt  was,  more  interesting 
-till  was  the  fart  tliat  the  children  were  “wild” 
.d  I'ot  the  stud}'.  It  was  like  playing  a  game! 

I  he  basic  principle  of  Mr.  Cody’s  new 


method  is  habit-forming.  Any  one  can  learn 
to  write  and  speak  correctly  by  constantly  using 
the  correct  forms.  But  how  is  one  to  know  in 
each  case  what  is  correct?  Mr.  Cody  solves  this 
jjroblcm  in  a  simple,  unique,  sensible  way. 

100%  Self 'Correcting  Device 

Suppose  he  himself  were  standing  forever  at 
your  elbow.  Every  time  you  mispronounced  or 
misspelled  a  word,  every  time  you  violated  cor¬ 
rect  grammatical  usage,  every  time  you  used 
the  wrong  word  to  express  what  you  meant,  sup¬ 
pose  you  could  hear  him  whisper;  "That's 
wrong,  it  should  be  thus  and  so.”  In  a  short 
time  you  would  habitually  use  the  correct  for'm 
and  the  right  words  in  speaking  and  writing. 

If  you  continued  to  make  the  same  mistakes 
over  and  over  again,  each  time  patiently  he 
would  tell  you  what  was  right.  He  would,  as  it 
were,  be  an  everlasting  mentor  beside  you— a 
mentor  who  would  not  laugh  at  you,  but  who 
would,  on  the  contrary,  support  and  help  you. 
The  100%  Self-Correcting  Device  does  exactly 
this  thing.  It  is  Mr.  Cody’s  silent  voice  behind 
x'ou,  ready  to  speak  out  whenever  you  commit 
an  error.  It  finds  your  mistakes  and  concen¬ 
trates  on  them.  You  do  not  need  to  learn  an)- 
thing  you  already  know.  There  are  no  rules  to 
memorize. 

Oaly  15  Minutes  a  Day 

Nor  is  there  very  much  to  learn.  In  Mr. 
Cody’s  years  of  experimenting  he  brought  to 
light  some  highly  astonishing  facts  about  Eng¬ 
lish. 

For  instance  statistics  show  that  a  list  of 
sixty-nine  words  (with  their  repetitions) 
make  up  more  than  half  of  all  our  speech  and 
letter  writing. 


Obviously,  if  one  could  learn  to  spell,  use, 
and  pronounce  these  words  correctly,  one  would 
go  far  toward  eliminating  incorrect  spelling^ 
and  pronunciation. 

Similarly,  Mr.  Cody  proved  that  there  were  no  more' 
than  one  dozen  fundamental  principles  of  punctuation. 
If  we  mastered  these  principles  there  would  be  no 
bugbear  of  punctuation  to  handicap  us  in  our  writing. 

Finally,  he  discovered  that  twenty-five  typical  errors 
in  grammar  constitute  nine-tenths  of  our  everyday  mis¬ 
takes.  When  one  has  learned  to  avoid  these  twenty-five 
pitfalls,  how  readily  one  can  obtain  that  facility  of 
speech  which  denotes  the  person  of  breeding  and  edu¬ 
cation  ! 


0 


When  the  study  of  English  is  made  so  simple,  it  be¬ 
comes  clear  that  progress  can  be  made  in  a  very  short 
time.  No  more  than  fifteen  minutes  a  day  are  required. 
Fifteen  minutes,  not  of  study,  but  of  fascinating  prac¬ 
tice!  Mr.  Cody’s  students  do  their  work  in  any  spare 
moment  they  can  snatch.  They  do  it  riding  to  work  or 
at  home.  They  take  fifteen  minutes  from  the  time 
usually  spent  in  profitless  reading  or  amusement.  The 
results  really  are  phenomenal. 

Sherwin  Cody  has  placed  an  excellent  command  of 
the  English  language  within  the  grasp  of  every  one. 
Those  who  take  advantage  of  his  method  gain  some¬ 
thing  so  priceless  that  it  can  not  be  measured  in  terms 
of  money.  They  gain  a  trade-mark  of  breeding  that 
can  not  be  erased  as  long  as  they  live.  They  gain  a 
facility  in  speech  that  marks  them  as  educated  people 
in  whatever  society  they  find  themselves.  They  gain 
the  self-confidence  and  self-respect  which  this  ability 
inspires.  As  for  material  reward,  certainly  the  impor¬ 
tance  of  good  English  in  the  race  for  success  can  not 
be  over-estimated.  Surely,  no  one  can  advance  far  with¬ 
out  it. 


FREE— Book  on  English 

It  is  impossible,  in  this  brief  review,  to  give  more 
than  a  suggestion  of  the  range  of  subjects  covered  by 
Mr.  Cody’s  new  method  and  of  what  his  practice  ex¬ 
ercises  consist.  But  those  who  are  interested  can  find 
a  detailed  description  in  a  fascinating  little  book  called 
“How  You  Can  Master  Good  English  in  15  Minutes  a 
Day."  This  is  published  by  the  Sherwin  Cody  School 
of  English  in  Rochester.  It  can  be  had  by  any  one, 
free,  upon  request.  There  is  no  obligation  involved  in 
writing  for  it.  The  book  is  more  than  a  prospectus. 
Unquestionably  it  tells  one  of  the  most  interesting 
stories  about  education  in  English  that  ever  has  been 
written. 

If  you  are  interested  in  learning  more  in  detail  of 
what  Sherwin  Cody  can  do  for  you,  send  for  the  book, 
“How  You  Can  Master  Good  English  in  15  Minutes 
a  Day." 

Merely  mail  the  coupon,  a  letter  or  postal  card  for 
it  now.  SHERWIN  CODY  SCHOOL  OF  ENG¬ 
LISH,  22  Searle  Building,  Rochester.  N.  Y. 

I  SHERWIN  CODY  SCHOOL  OF  ENGLISH 
I  22  Searle  Building,  Rochester,  N.  Y. 

!  Please  send  me,  without  any  obligation  on  my 
I  part,  your  new  free  book,  “How  You  Can  Master 
*  Good  English  in  15  Minutes  a  Day.” 

I  Name  . . 

I  Address 

I  D  //  rS  veart  0/  unittf  rKeek  here  lor  ifnnilrl  i. 


SHERWIN  CODY 
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A  Layout  That  Flows  Smoothly  from  Stopper  to  Product 


BEST-OBSERVED  two-thirds  page  advertise¬ 
ment  in  a  recent  issue  of  Cosmopolitan. 

®  This  picture  is  an  eye-catcher  because  the 
pose  is  different  from  conventional  poses. 

(2)  The  headline  contains  a  promise,  appeals 
to  women’s  self-interest,  and  suggests  important 


news.  Note  how  the  headline  leads  directly  into 
the  panel  containing  the  news,  and  the  panel 
leads  your  eye  down  to  the  picture  of  the  product. 

(?)  This  panel,  by  the  use  of  bold-face  sub¬ 
heads,  gives  the  news  briefly  to  glancers.  And 
there  is  longer  copy  for  those  who  want  the 
details. 


COTY,  two-thirds  page,  black  and  white,  Cosmopolitan. 
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"It’s  as  good  as  gelling  a  facial . . . 


ur  new 


Flatteries .  .wken 


Do  you  think  that  all  face  powder  can 
do  is  take  the  shine  off  your  face?  Many 
women  thought  so,  until  they  tried  the 
new  discovery... Cotv  Air  Spun. 

Now  they  know  face  powder  can  bring 
new  warmth  to  sallow  skins!  New  soft¬ 
ness  to  dry  complexions! 

Air  Spun  is  made  by  an  utterly  new 
method.  The  delicate  powder  substances 
are  whirled,  buffed,  spun  together  by  tor¬ 
rents  of  air.  Out  comes  a  powder  many 
times  smoother  than  any  you’ve  ever 
known!  Warmer  in  its  shades!  And  con¬ 
taining  new  skin-protective  ingredients. 

Choose  Air  Spun  in  any  of  its  world- 
beloved  Coty  odeurs— L’Aimant, 
L’Origan,  “Paris,”  Emeraude— and  in 
a  range  of  fourteen  shades.  You  really 
must  see  the  newest  “blushing”  shades 
...Soleil  d’Or  and  Rachel  Nacre.  $1.00. 


A  NEW  KIND  OF 
FACE  POWDER  BY 

COTY 
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Securing  Extra  Attention  for  Sales  Information 


BEST-OBSERVED  and  best-read  two-thirds 
page  advertisement  in  a  recent  issue  of 

Time. 

For  a  long  time  the  Chesapeake  and  Ohio 
Lines  have  been  using  the  theme  that  you  can 
“sleep  like  a  kitten”  when  you  travel  in  their 
sleeping  cars.  This  advertisement  is  simply  a 
continuation  of  that  theme. 

©  This  comic  strip  might  be  called  “a  story 
without  words”  because  the  adventure  of  a 


sleep-walker  who  liked  a  Pullman  berth  better 
than  her  own  bed  is  made  clear  almost  entirely 
by  pictures. 

@  Many  ad  men  would  have  placed  the  name 
plate,  map,  etc.  in  the  conventional  position 
at  the  bottom  of  the  page.  Note  how  additional 
attention  is  secured  for  this  sales  information 
by  placing  it  where  the  reader’s  eye  has  to  pass 
through  it  in  order  to  reach  the  last  part  of  the 
comic  strip. 
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CHESAPE.VKE  and  OHIO  LINES,  two-tliirds  page,  black  and  white.  Time. 


■“"OlTIONEO 


The  ticket  agent  of  any  railroad  can  route  you  on 


THE  GEORGE  WASHINGTON 
THE  SPORTSMAN  .  THE  F.  F.  V. 


The  finest  fleet  of  genuinely  air-conditioned  trains  in  the  world 


CFirCACO— 12ih 
ition  .  CINCIIvr- 
Ivunia  R.  R.  Sta« 


What  Every  Advertising  Man  Should  Know 


BEST-READ  advertisement  in  a  recent  issue 
of  Collier’s. 

(T)  Pictures  of  brides  almost  always  rank  high 
as  stoppers.  In  this  picture  there  is  not  only  a 
bride,  but  a  human-interest  situation  built 
around  her.  Note  how  the  man  on  the  right,  by 
looking  directly  into  the  camera,  acts  as  an 
additional  stopper. 

(?)  Headlines  like  “What  every  (young  man, 
wife,  executive,  boy,  secretary,  etc.)  should 


know”  have  always  attracted  readers.  These 
headlines  suggest  that  important  information 
is  contained  in  the  copy. 

(?)  Paragraph  Seven  (top  of  center  column  of 
copy)  is  especially  powerfid.  It  s,ays:  “Yet 
every  man  who  has  fifteen  years  of  earning  power 
left — if  he  earns  even  a  moderate  income — can 
make  a  financial  success  of  his  life  .  .  .  ” 
The  interest  of  many  readers  begins  to  lag 
when  they  get  about  half  way  through  a  piece 
of  copy.  But  this  paragraph  contains  enough 
promise  to  keep  them  reading  clear  to  the  end. 


92 


INVESTORS’  SYNDICATE,  one  page,  black  and  white.  Collier's. 


e  What  every  young  bridegroom  should  know 


YOU  and  the  girl  who  has  so  bravely  casr 
lier  lot  with  yours  will  now  want  many 
things.  Cliildren,  a  home  of  your  own — these 
are  important  things. 

You  will  want  to  educate  your  children. 
Y'ou  will  want  to  pay  for  your  home.  Y^ou 
will  want  hnancial  success  by  the  time  your 
hair  is  gray.  And  these  are  costly  things. 

In  your  heart — and  in  hers — is  a  world  of 
faith  that  you  icill  have  them. 

But — and  this  is  lesson  number  one — faith 
isn't  enough. 

Money  is  one  of  the  most  fugitive  things 
in  the  world.  And  the  will  to  accumulate  it 
is  seldom  as  strong  as  the  desire. 

You  can  see  the  truth  of  this  all  around 
you — in  frustrated  hopes,  in  people  w’ho  have 
held  Snancial  independence  in  their  two  hands, 
and  have  let  it  slip  through  their  fingers. 


iPVet  every  man  who  has  fifteen  years  of 
earning  power  left — if  he  earns  even  a  moder¬ 
ate  income — can  make  a  financial  success  of 
his  life. 

A  representative  of  Investors  Syndicate 
can  show  you  just  how  this  may  be  done. 

He  can  show  you  how  small  sums  of  money 
put  aside  regularly  will,  through  the  power 
of  compound  interest,  return  to  you  at  the 
end  of  fifteen  years  $5,000,  $10,000,  $25,000 
or  more. 

He  can  show  you  how  this  money  will  be 
protected  during  these  years — by  an  institu¬ 
tion  which  has  mastered  and  will  apply  in 
your  interest  the  best  rules  of  finance  as 
American  history  and  financial  experience 
have  developed  them. 

Send  for  an  Investors  Syndicate  repre¬ 
sentative  at  your  earliest  convenience.  Let 


him  explain  this  plan  of  Living  Protection 
to  you.  In  the  meantime,  write  Investors 
Syndicate,  Dept.  C66,  Minneapolis,  Minn, 
for  “A  New  Plan  of  Lifef'  a  booklet  which 
points  the  way  to  financial  independence. 


INVESTORS 

SYNDICATE 


E*tabUihfnI  1894- 

Living  Protection 

Offices  in  120  principal  cities,  including: 
NEWYORKf  •  BOSTON  •  PITTSBURGH  •  CHICAGO 
BIRMINGHAM  .  DtTROrT  .  DALLAS  •  ST.  LOUIS 
KANSAS  CITY  .  DENVER.  SEATTLE  .  SAN  FRANCISCO 
TORONTO*  •  MONTREAL*  •  VANCOUVER* 
Home  Office:  Minneapolis,  Minn. 

Afpliated  CompanU* :  f/nM«lorf  Syn8ifat»  Title  and  Gttananty 
Company,  Nne  York.  *lnvfiiort  Syndicate,  Ltd.,  Canada. 
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What  Is  the  Secret  of  This  Advertisement’s  Success? 


This  mail  order  advertisement  has  been 
successfully  selling  courses  in  Pelmanism  for 
many  years.  It  has  been  repeated  time  and  again 
in  a  long  list  of  publications  and  still  retains  its 
selling  power. 

In  genera],  the  advertisement  divides  itself  into 
two  simple  elements:  (a)  a  headline  that  stops 
people;  (b)  a  piece  of  copy  that  is  long  enough 
and  strong  enough  to  do  a  complete  selling  job  on 
those  people  after  they  have  been  stopped. 

@  This  headline  has  many  success  qualities, 
as  follows: 

(a)  It  appeals  to  the  reader’s  self-interest.  Men 
and  women  want  to  know  how  they  can  do 
what  this  man  did. 

(b)  It  talks  about  money — a  universal  appeal. 
Furthermore,  it  mentions  specific  sums  of 
money.  This  adds  believability. 

(c)  It  promises  quick  results.  Two  years  is  not 
a  long  time  when  you  consider  the  amount 
$35,840.  Also,  the  mention  of  two  years 
instead  of  “a  few  years”  or  “a  short  time” 
is  another  specific  figure  which  adds 
believability. 

(d)  It  appeals  to  the  gambling  instinct.  And  it 
informs  the  reader  that  the  stakes  are  only 
3(1.  Who  would  not  gamble  with  odds  like 
that  in  his  favor 

(e)  It  suggests  that  the  method  is  easy  and 
therefore  appeals  to  the  lazy  instinct.  The 


headline  does  not  say,  “I  worked  2  years 
and  earned  $35,840.”  It  says,  “I  gambled 
3^  and  won  $35,840.” 

©  The  subhead  enlarges  the  appeal  to  include 
women  as  well  as  men.  It  also  suggests  that  the 
copy  is  an  interesting  story. 

@  The  illustration  shows  an  idealistic-appear¬ 
ing  individual  who  looks  as  if  he  would  tell  the 
truth. 

@  The  copy  has  these  qualities: 

(a)  It  is  written  in  the  first  person  and  sounds 
as  if  the  writer  were  having  a  personal, 
heart-to-heart  talk  with  the  reader. 

(b)  It  describes  the  unhappy  lot  of  a  $40-a- 
week  man.  This  makes  many  a  reader  say, 
“That’s  me.” 

(c)  It  describes  the  big  rewards  which  the  man 
secured.  This  makes  the  reader  say, 
“That’s  what  I  want.” 

(d)  It  lists  the  names  of  famous  people  who 
have  studied  Pelmanism.  This  makes  read¬ 
ers  say,  “It  must  be  true.” 

®  The  coupon  gives  the  reader  a  chance  to  act 
immediately. 


PELMAN  INSTITUTE,  one  page,  black  and  white,  variou.s  magazines. 
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''I  Gambled  3^  and 

^35,840  in  2  Years” 


A  Story  for  Men  and  W^omen 
who  are  dissatisfied  with  themselves 


HIS  is  the  story  of  a  gamble — a  3c 
risk — which  paid  me  a  profit  of 
s  $35,840  in  two  years.  I  am  not,  and 
^ever  was,  a  gambler  by  nature;  in  all 
probability  I  never  would  have  taken  the 
chance  if  more  money  was  involved.  So 
even  if  you,  too,  are  against  gambling, 
you  will  feel  like  risking  three  cents 
after  you've  read  my  story. 

Some  people  believe  I  was  lucky.  Oth¬ 
ers  think  I  am  brilliant.  But  this  sort  of 
luck  I  had  everyone  can  have.  My  type 
of  brilliance  is  that  of  any  average  man. 

Almost  any  $40-a-week  wage  earner 
has  as  complete  a  mental  equipment  as 
I  had  two  years  ago.  And  he  feels  today 
just  about  the  way  I  did  then.  For  two 
years  ago,  I  too.  was  in  the  $40-a-week 
rut.  My  earnings  were  $2,080  per  year! 

I  was  discontented,  unhappy,  I  was 
iiot  getting  ahead.  There  didn’t  seem  to 
be  much  hope  in  the  future.  I  wanted  to  earn 
more  money — a  lot  more  money.  I  wanted 
to  wear  better  clothes  and  have  a  car,  and 
travel.  I  wanted  to  be  on  a  par  with  people  I 
then  looked  up  to.  I  wanted  to  feel  equal  to 
them  mentally  and  financially. 

But  it  all  seemed  hopeless.  I  was  beset 
with  fears.  I  was  afraid  of  losing  my  job. 
I  was  afraid  of  the  future.  I  could  see  noth¬ 
ing  ahead  for  myself  and  my  wife  and  baby 
but  a  hard  struggle.  I  would  live  and  work 
and  die — just  one  of  the  millions  who  slaved 
their  lives  away.  I  was  irritable,  easily  an¬ 
noyed,  discouraged,  "sore”  at  my  fate  and 
at  the  world.  I  could  not  think  clearly.  My 
mind  was  in  a  constant  whirl.  I  was  “scat¬ 
terbrained.”  I  had  a  thousand  half-baked 
ideas  to  make  more  money,  but  acted  on 
none  of  them. 

Tlie  end  of  each  year  found  me  in  about 
llic  same  position  as  the  beginning.  The  tiny 
increases  in  salary,  grudgingly  given  to  me, 
were  just  about  enough  to  meet  the  rising 
cost  of  living.  Rent  was  higher;  clothes  cost 
more;  food  was  more  expensive.  It  was 
necessary  for  me  to  earn  more  money.  So 
once  in  a  while  I  got  a  few  dollars  more.  But 
It  wasn't  because  of  any  great  change  in  my 
ability. 

Today  I  liave  an  income  of  $20,000  a  year. 
That's  exactly  $17,920  more  than  it  was  two 
years  ago.  A  difference  of  $35,840  in  two 
years.  .My  family  has  everything  it  needs 


for  its  comfort  and  pleasure.  My  bank  ac¬ 
count  is  growing  rapidly.  I  have  my  own 
home  in  the  suburbs.  I  am  respected  by  my 
neighbors,  and  I  have  won  my  wife  and 
children’s  love  as  only  the  comforts  and 
pleasures  of  life  can  do.  When  I  am  old  I 
will  not  be  a  millstone  around  anyone’s  neck. 
My  children  will  not  have  to  support  me. 

I  look  forward  to  the  future  with  con¬ 
fidence  and  without  fear.  I  know  that  only 
improvement  can  come  with  the  years.  Once 
I  wandered  through  life  aimlessly,  cringing, 
afraid.  Today  I  have  a  definite  goal  and  the 
will  to  reach  it.  I  know.  I  cannot  be  beaten. 
Once  my  discontent  resulted  in  wishes.  To¬ 
day  my  slightest  discontent  results  in  action. 
Once  I  looked  forward  hopefully  to  a  $5  a 
week  increase  in  salary.  Today  I  look  for¬ 
ward  confidently  to  a  $100  a  week  increase 
in  my  earnings. 

What  magic  was  it  that  caused  the  change 
in  my  circumstances?  How  did  I,  a  $40-a- 
week  clerk,  change  my  whole  life  so  remark¬ 
ably?  I  can  give  you  the  answer  in  one  word 
— Pelmanism.  I  gambled  3c  on  it.  Yet  with¬ 
out  it,  I  might  have  continued  in  my  old  $40- 
a-week  rut  for  the  rest  of  my  life. 

Pelmanism  taught  me  how  to  think 
straight  and  true.  It  crystallized  my  scat¬ 
tered  ideas.  It  focused  my  aim  on  one  thing. 
It  gave  me  the  will  power  to  carry  out  my 
ideas.  It  dispelled  my  fears.  It  improved  my 
memory.  It  taught  me  how  to  concentrate — 


how  to  observe  keenly.  Initiative,  re¬ 
sourcefulness,  organizing  ability,  force¬ 
fulness  were  a  natural  result.  I  stopped 
putting  things  off.  Inertia  disappeared. 
Mind-wandering  and  indecision  were 
things  of  the  past.  With  new  allies  on 
my  side  and  old  enemies  beaten,  there 
was  nothing  to  hold  me  back. 

I  am  writing  this  in  appreciation  of 
what  Pelmanism  did  for  me.  I  want  other 
average  men  to  gamble  3c  as  I  did.  For 
the  cost  of  a  postage  stamp  I  sent  for 
the  booklet  about  Pelmanism,  called 
"Scientific  Mind  Training."  Reading  that 
free  book  started  me  on  my  climb.  I 
took  no  risk  when  I  enrolled  for  the 
Course  because  of  the  Institute’s  guar¬ 
antee.  All  I  gambled  was  3c  and  I  am 
$36,000  better  off  now  than  I  would  have 
been  had  I  not  written  for  the  book 
about  Pelmanism. 

«  «  »  « 

The  Pelman  Institute  will  be  glad  to  send 
a  copy  of  "Scientific  Mind  Training"  to  any  in¬ 
terested  individual.  This  book  is  free.  It  explains 
Pelmanism.  It  tells  what  it  docs  to  the  mind.  It 
tells  what  Pelmanism  has  meant  to  others.  For 
over  25  years  Pelmanism  has  been  helping 
people  to  happiness.  Over  750,000  others  have 
studied  this  remarkable  science.  Among  those 
who  have  praised  it  are  such  great  world  figures 
as  tt.e  late  Jerome  K.  Jerome,  the  famous  novel¬ 
ist,  Sir  Harry  Lauder,  Frank  P.  Walsh,  Major 
Gen.  Sir  Frederick  Maurice,  Gen.  Sir  Robert 
Baden-Powell,  H.  R.  H.  Prince  Charles  of 
Sweden,  and  many  others.  Your  whole  life  may 
be  altered  as  a  result  of  reading  "Scientific  Mind 
Training."  Send  the  coupon.  You  have  nothing 
to  lose.  If  Pelmanism  does  not  help  you  it  costs 
you  nothing.  There  is  no  obligation  in  mailing 
the  coupon.  No  salesman  will  call  on  you.  De¬ 
cide  for  yourself  what  to  do  after  you  read  the 
free  book  about  Pelmanism.  Mail  the  coupon 
NOW. 

THE  PELMAN  INSTITUTE  OF  AMERICA 
271  North  Avenue,  Dept.  407,  New  Rochelle,  N.  Y. 


The  Pelman  Institute  of  America 
271  North  Avenue,  Dept.  407 
New  Rochelle,  N.  Y. 

I  want  you  to  show  me  what  Pelmanism 
has  actually  done  for  over  750,000  people. 
Please  send  me  your  free  book,  "Scientific 
Mind  Training."  This  places  me  under  no 
obligation  whatever. 

Name . 

Address. 


City . State. 
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Unconventional  Use  of  Strip  Technique 


BEST-READ  black-and-white  advertisement 
in  a  recent  issue  of  True  Story  Magazine. 

(D  (D  VTen  ad  men  started  using  the  comic 
strip  technique,  they  produced  strips  which 
seemed  to  lag  behind  the  regular  comic  sections 
in  originality.  Now  the  ad  men  are  catching  up, 
and  in  some  cases  they  are  going  the  regular 
comics  one  better.  The  large  photo  with  conver¬ 
sation  in  balloons  is  actually  Panel  Number  One 
of  the  strip  underneath.  This  strip  is  not  only 
unique  in  layout,  but  its  combination  of  photo 
and  line  drawings  is  also  unique. 

Note  how  this  particular  situation  of  a  woman 


on  a  ladder  is  ideal  for  featuring  stocking  runs. 
And  the  theme  “cut  down  stocking  runs”  is  one 
which  has  universal  appeal  to  women.  In  selling  a 
product,  it  is  better  to  base  your  appeal  on  a  daily 
experience  rather  than  on  something  which  hap¬ 
pens  infrequently. 

@  @  “Quick  and  easy”  is  a  time-tested  ap¬ 
peal.  The  heading  and  copy  here  effectively 
present  this  appeal. 

©  Here  is  a  space-saving  device.  This  adver¬ 
tiser  exhibits  his  package,  names  his  product,  and 
states  his  sales  message,  all  in  one  line. 


LUX,  one  page,  black  and  white,  True  Story  Magazine. 


MUMMIE,  DO 
YOU  HAVE  TO 
WEAR  OLD 
STOCm&S'ROUND 
THEHOaSE? 


OLD,  DEAR^ 
SEEMS  AS  IF 

I'M  ALWAYS 

oettinoRUNS 


WERE, 

WASWIN6  WITH 
LUX  CUTS  DOMvl 
PUNS  BECAUSE 
IT  SAVES 

E-L-A-S-T-l-C-t-T-y 


2-minufe 


I  stockings 

V  V  go  into  runs  too 
quickly,  it’s  extravagant  to 
throw  them  away — a  nuisance 
to  mend  them — untidy  to  wear 
them  around  the  house.  So— 
why  not  cut  down  on  runs  the 
easy  Lux  way? 

Lux  preserves  the  elasticity 


of  silk  .  .  ,  that  ’’live”  quality 
that  lets  stockings  give  without 
breaking  into  runs  so  often, 
under  sudden  strains!  I 

Cake-soap  rubbing  and  soaps' 
with  harmful  alkali  weaken 
elasticity.  Avoid  them.  Lux  has 
no  harmful  alkali — it  makes 
stockings  wear  so  much  longer! 


How  to  Use  Scare  Copy 


BEST-OBSERVED  advertisement  in  a  recent 
issue  of  Collier’s. 

(D  The  most  striking  thing  on  this  page  is  the 
trail  of  footprints  which  the  man  is  leaving  behind 
him.  (In  the  magazine  they  were  printed  in 
bright  red.)  They  act  as  a  curiosity-arouser  to 
those  who  are  not  familiar  with  the  Absorbine 
Jr.  story;  and  they  convey  an  instantaneous 
message  to  those  who  have  seen  previous  ads  in 
this  series. 

@  @  The  headline  and  the  name  plate  carry 
a  quick  but  complete  message;  namely,  “Use 


Absorbine  Jr.  for  Athlete’s  Foot.”  The  headline 
also  serves  to  cast  a  shadow  of  reproach  upon  the 
man  who  spreads  germs  in  the  pathway  of  his 
associates.  In  other  words,  if  a  man  won’t  get  rid 
of  Athlete’s  Foot  for  his  own  sake,  he  should  do 
so  for  the  sake  of  other  people. 

0  Note  how  the  third  paragraph  in  the  copy 
uses  the  same  approach  as  Listerine :  “  The  trouble 
is,  he  himself  does  not  know  that  he  has  Athlete’s 
Foot.  For  the  insidious  thing  about  the  disease  is 
there  is  no  pain  at  first.”  For  years  the  Listerine 
ads  have  said,  “The  insidious  thing  about  Hali¬ 
tosis  is  that  you  yourself  never  know  you  have  it.” 


ABSORBINE  JR.,  one  page,  two  colors.  Collier’s. 


98 


e  walked 
Athlete’s 


in  the 
Foot 


/  I.  ..i 


HE  WAS  A 

“CARRIEr 


HE'S  one  of  the  most  popular  men  in  the  club— plays 
a  beautiful  game  and  sings  a  fair  to  middlin'  tenor 
at  the  1 9th  hole. 

But  if  the  members  only  knew  he  was  a  carrier  of 
Athlete's  Foot,  they’d  give  him  a  wide  berth  in  the  locker 
room  and  bath  where  his  bare  feet  spread  the  infection. 

The  trouble  is,  he  himself  does  not  know  that  he  has 
Athlete’s  Foot.  For  the  insidious  thing  about  the  disease 
is  there  is  no  pain  at  Brst,  no  distressing  symptom  to 
warn  of  infection  and  pain  to  follow. 


Look  for  rod/  Itching  iktn 

Even  now  you  may  be  infected  yourself  and  not  know  it. 
Don’t  be  a  carrier— to  your  friends  at  the  club,  to  your 
own  family,  spreading  infeaion  in  your  own  spotless 
bathroom.  For  your  own  sake,  as  well  as  others,  examine 
the  skin  between  your  toes.  If  you  note  the  slightest 
redness,  take  action  at  once  with  cooling,  soothing 

>Absorbine  Jr.  Or  else  tiny,  itching  blisters  may  appear. 
Often  there  comes  excessive  moisture;  white,  dead-look¬ 
ing  skin;  painful  peeling;  broken  skin,  raw  distressing 


Absorbino  ir»  soothes  and  heols 

Laboratory  tests  show  that  Absorbine  Jr.  kills  the  fungus 
that  causes  Athlete's  Foot,  when  reached.  Use  this  fine 
old  remedy  constantly  during  the  summer  when  this 
scourge  is  at  its  height.  Douse  it  on  at  the  first  symptom. 
Better  still,  whenever  you  have  tread  barefoot— on  the 
beach,  in  the  clubhouse,  anytvherc'^ia.  application  of 
Absorbine  Jr.  is  wise  precaution. 

Keep  a  bottle  at  the  club  as  well  as  at  home.  Take 
Absorbine  Jr.  with  you  on  your  vacation  or  when  you 
travel.  For  the  fungus  is  hard  to  destroy.  In  extreme 
cases,  see  your  doctor  in  addition  to  Absorbine  Jr.  treat¬ 
ment.  So  difficult  is  the  disease,  your  own  socks  may 
reinfect  you  unless  they  have  been  boiled  20  minutes. 


Don't  buy  something  ''fust  os  good" 

Absorbine  Jr.  soothes  raw  tissues  pleasantly  and  aids  in 
healing  them.  It  is  economical  to  use  because  it  takes  so 
little  to  bring  relief.  Beware  of  cheap  imitations.  Un¬ 
known  substitutes  may  not  only  be  ineffective,  but  actu¬ 
ally  dangerous  to  your  condition.  At  all  druggists,  $1.25 
a  bottle,  or  try  it  at  our  expense.  Write  for  a  generous 
sample  to  W.  F.  Young,  Inc.,  357  Lyman  Street,  Spring- 
field,  Massachusetts. 


"(  ARRIFR”  ij  (he  medkal  term  ff)r  a  person  who  carries 
infei  turn.  People  infetred  with  Athlefe\  loot  are  "carriers.”  And 
at  'easr  one-half  of  all  aJitlrs  '•uffer  from  it  at  some  time  according 
t'*  rhe  I  \  S.  f’ublic  Health  Service.  "I  hey  spread  the  disease  wher¬ 
eat  r  rhes'  tread  barefcnjt — on  shetwer  and  locker-room  floors,  on 
h  u-jiks  and  in  bath  hoii'.ec,  on  the  edges  of  swimming  pools, 
t  n  iin  yoitr  own  harhroom  floor.  Don't  be  a  carrier.  Don't  take 
•  V.  ( .et  ri<!  «tf  Afhitfe  s  foot  with  tooling,  soothing,  healing 
••'tune  Jr. 


locker  room  and  spread 


ABSORBINE  JR.  ^^ 

Relieves  sore  mirctfes,  museular  aches,  bruises,  sprains 

and-,,,.  — 
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Dramatizing  a  Familiar  Situation 


EST-OBSERVED  half-page  advertisement 
in  a  recent  issue  of  Collier’s. 

(T)  The  headline  is  brief  and  dramatic.  Also, 
the  change  in  pace  from  large  script  lettering  to 
roman  capital  letters  gives  this  headline  style  and 
snap. 

@  This  action  photo  ties  up  with  the  action 
headline.  And  there  is  human  interest  here.  The 
girl  has  only  thirty  seconds  to  make  the  train, 
and  yet  her  expression  is  calm. 

(3)  @  These  pictures  and  descriptions  and 


prices  are  the  part  of  the  copy  that  is  read  with 
greatest  interest  by  real  prospects.  Surveys  show 
that  prices,  even  though  they  appear  in  small 
type,  are  read  by  large  numbers  of  people. 

Note  how  the  name  Hamilton  is  placed  close 
to  the  pictures  of  the  watches.  This  helps  to  make 
a  tie-up  between  Hamilton  and  handsome  watches 
in  the  mind  of  everyone  who  glances  at  this 
advertisement. 

Incidentally,  this  advertisement  is  “timely,” 
not  only  because  it  talks  about  timepieces,  but 
because  it  appeared  in  the  summer  vacation 
season,  when  more  people  than  usual  are  thinking 
about  catching  trains. 


H.\MILTON  W.\TCHES,  one-half  page,  black  and  white,  Collier  s 
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OHE  has  no  fear,  for  her  Hamilton 
tells  her  to  the  second  how  much  time 
she  has  before  the  wheels  of  her  train 
begin  to  roll.  Thus  from  one  end  of 
the  land  to  the  other,  from  thousands 
of  terminals  and  wayside  stations, 
commuting  trains  and  famous 
"limileHs”  leave  and  arrive  ON 
HAMILTON  TIME. 

Transportation  today  is  a  marvel  of 
accurate  liming — truly.  Yet  it’s  a  mar¬ 
vel  matched  in  nearly  every  phase  of 
modern  life.  Today  you’ll  find  "the 
watch  of  railroad  accuracy"  on  the 
wrist  of  the  transport  pilot,  of  the 
program  director  in  the  radio  studio, 
of  the  scientist  in  the  laboratory. 

And,  we  might  well  add,  on  the 
slender  wrist  of  mademoiselle  as  she 
enters  her  box  at  the  opera.  For  the 
new  Hamiltons  are  as  beautiful  to  sec 
as  they  are  dependable  to  live  by. 
You’ll  find  Hamiltons  in  every  style 
you  could  wish — for  men  and  women 
— from  (37.50  to  (1000.  Illustrated 
folder  upon  request  Hamilton  Watch 
Company,  840  Columbia  Ave.,  Lan¬ 
caster,  Pennsylvania. 

LttT  lo  RIGHT 

TURNER.  17jcwelf.  10k  filleH  gnlH.  white  flr  n*t. 
uralyrilnw.  Wit hafplieH^niri  marker  dial  («hn«rn), 
S40.  With  tmert  bUek  enamel  dial,  price.  $37. SO. 

CAIt.  A  H^millon  to  Bt  madcM  purae-.  17  jewelj. 
lOk  filed  Bold,  white  or  natural  yellow.  Silk  rih- 
Imn.  I37.SO.  With  filled  |;old  bracelet  .  .  .  140.00. 

SHERWOOD.  19jeweH.  1  Ik  mlid  natural  yellnw 
pnld.  Ca^e  curved  to  wriat.  Inlaid  black  caameldinl, 
175.  Applied  gold  numeral  dial  (ahown),  $77.50. 


(APOVE)  Round  watches  ate' 
today,  and  thin  ia  the  tilllc  lady 
ll-tl  Ff  rt'd  it  all — the  Hamilii 
AI.COTT,  The  AIXOTT  hd«  17| 
jewels,  a  ca-e  of  Ilk  (illi*d  p'lld 
whil>'  nr  natural  vellnw.  With  a  ailk 
(showni  <.r  leather  i»rd.  |52..V>. 
^'itli  ii  filled  gold  hracclet . . .  $i 
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This  Advertisement  vStarted  a  New  School 


This  advertisement  appeared  in  1932  and 
started  a  new  school.  The  Hormel  Company 
was  the  first  of  more  than  forty  manufacturers  to 
use  the  appeal  “DOUBLE  your  money  back  if 
you  are  not  satisfied.” 

At  first  there  was  a  good  deal  of  apprehension 
regarding  this  advertisement,  because  times  were 
hard  in  1932  and  many  people  were  hungry. 
It  was  feared  that  thousands  would  try  to  make 
money  by  purchasing  soup  and  then  asking  for 
double  their  money  back.  This  simply  did  not 


happen.  The  advertisements  were  tested  in  small 
cities  at  first,  and  then  in  larger  cities.  During  a 
six-week  campaign  in  Chicago,  only  twelve 
women  asked  for  double  their  money  back. 

Sales  results  from  campaigns  using  this  appeal 
have  been  highly  satisfactory.  The  reasons  for 
the  success  of  the  idea  are:  (a)  the  headline  is  a 
stopper — an  intriguing  idea;  (b)  the  offer  of 
“double  your  money  back”  is  proof  of  confidence 
on  the  part  of  the  manufacturer  that  his  product 
measures  up  to  high  standards  of  quality. 


HORMEL  SOUP,  various  sizes,  black  and  white,  newspapers. 
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YOUR  MONEY  BACK 


...if  you  (loii't  SUN  lliis  NEW  Home-Style  Vegetable  Soup 
'  is  the  most  delicious  you  ever  bought 


THE  OFFER 

Friday  and  Saturday  Only 

(',o  fo  ueuresl  Jorn!  slio'e.  /*#»\'  lliv 

refiulur  /trire  ttf  l.h'/ttr  inn‘  b/^'  Hi  <»s. 
eitti  toiiifr  of  llttrmel  /•  lit  Vitr-Siuilfil 
l  efietaltle  Sinift.  .Sent*  if.  follittriiifi 
iiisIrHCtionson  tUeUtUel.  Ifyootlon't 
itfiree  that  it's  the  hesi  refietahle  soiift 
you  ever  houfiht.  return  the  eiii/ify 
container  to  your  fjrocer  .  .  .  ivho  is 
anthoriseil  to  pay  yon  buck  7  H /f7,‘ 
u  hat  you  paiii. 

♦  ♦  # 

We  want  tasters !...  Al.L  KINDS! 
Husbands  who  are  stand-offish 
about  soup.  Children  who  rebel  at 
vegetables.  Women  who  take  pride 
in  their  own  vegetable  soup. 


We  honestly  think  that  by  our 
niethoil  of  pressure  cooking  in  vac-  • 
uum  containerjt  we  have  developed  a 
home-style,  fresh  flavored  vegetable 
soup  that  IS  more  delicious  than  any 
you  ever  tasted. 

hrvry  (mu  is  its  (hvit 
Sotifi 

Fifteen  crisp,  tasty  vegetables  are 
cooked  inside  individual  vacuum  con¬ 
tainers.  AM  their  appetizing  aroma— 
every  whiff  of  flavor  is  held  within 
the  soup.  They’re  cooked  thoroughly. 
But  not  so  long  that  they  become 
pulpy  and  tasteless.  Peas  stay  sweet 
and  juicy.  Carrots  crisp.  Beans  solid. 
Tomatoes,  firm  and  red. 


To  give  you  some  idea  of  how 
astonishingly  good  this  soup  is,  we 
make  this  extraordinary  offer: — 

Go  or  send  to  your  food  store  to¬ 
day.  Pay  15c  for  a  container  of  this 
delicious  Hormel  Flavor-Sealed  Veg¬ 
etable  Soup.  Serve  it,  following  in¬ 
structions.  You  don’t  need  to  weaken 
the  delicious  flavor  of  this  soup,  by 
adding  water  to  get  enough  portions 
to  go  around. 

Try  it  today!  Then,  if  you  don’t 
agree  that  it  is  the  most  delicious 
vegetable  soup  you’ve  ever  bought, 
return  the  container  to  your  grocer. 
He’ll  give  you  back  twice  what  you 
paid  if  you  fail  to  taste  the  amazing 
difference. 


HORMELT^fsSi 

VEGETABLE  SOUP 

At  Your  Nearest  Food  Store 
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Using  Advertising  to  Promote  a  Great  Cause 


This  advertisement  is  one  of  the  most  effec¬ 
tive  inquiry  producers  that  World  Peace- 
ways,  Inc.,  has  published.  At  peak  it  brought  in 
5000  inquiries  a  day  for  five  days. 

World  Peaceways  is  a  non-profit  organization 
that  publishes  advertisements  whose  aim  is  to 
prevent  future  wars  by  showing  people  the  hor¬ 
rors  of  war.  The  organization  solicits  contribu¬ 
tions,  and  this  money  is  used  to  continue  the 
campaign  against  war.  Publications  contribute 
space,  and  advertising  men  donate  their  work. 
Twelve  million  reprints  of  advertisements  were 
distributed  among  members  of  church  organiza¬ 
tions  in  one  year.  And  letters  from  abroad  indi¬ 
cate  that  advertisements  of  World  Peaceways 
have  been  circulated  in  forty-seven  countries. 

The  headlines  of  some  of  the  other  advertise¬ 
ments  are: 


“The  Corn-fed  Kid  from  the  West” 

(showing  a  skeleton  with  trench  hat  and 
gun). 

“The  Children  Who  Will  Not  Come  Home 

from  School” 

(showing  children  at  play  in  the  shadow  of  an 
air  raid). 

“If  He’s  Lucky,  a  Million  Men  Will  Die” 
(showing  a  scientist  in  his  laboratory,  work¬ 
ing  to  develop  a  more  deadly  poison  gas). 

The  advertisement  shown  at  the  right  was 
printed  in  full  color  and  the  headline  appeared  in 
bright  red.  The  reason  for  its  pulling  power  is 
obvious.  It  shocks  the  reader.  It  makes  him 
wonder  what  can  be  the  explanation  of  this 
startling  message.  He  has  to  read  the  copy  to 
find  out.  In  reading  the  copy  he  comes  upon  an 
invitation  to  write  to  World  Peaceways,  Inc. 
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WORLD  PEACEWAYS,  INC.,  one  page,  four  colors,  Fortune. 


are  going  to  die  in  action- 

“Impossible!”  you  say.  “They  re  non- 
combatants.*^  Don*t  be  silly  there  11  be 
no  such  thing  as  non-combatants  in  the 
next  war. 

^Vidc-c^uising  submarines,  and  bomb¬ 
ing  planes  will  laugh  at  front  lines.  Gas 
gas  so  powerful  that  one  drop  on  your 
skin  will  kill  you — will  not  be  particular 
whose  skin  it  touches.  There  will  be  no 
haven,-  no  sanctuary,  no  safety.  Every 
one  will  suffer. 

And  for  wliat?  Gfor//  — where  was  it 
ill  the  last  war? 

wliere  was  it  in  the  last  peace  ? 

With  tiuit  cruel  lesson  still  fresh  in 
mind,  is  anciliier  war  to  be  forceHl  u|Kjn 


Hysterical  protests  won’t  avert  another 
war,  any  more  than  will  “preparedness.” 

Civilization  must  build  its  own  defense 
out  of  human  reason  and  intelligence, 
properly  organized  and  applied. 

To  every  reasonable  and  intelligent 
man  and  woman  in  America  goes  the  re¬ 
sponsibility  of  doing  his  or  her  share  to 
avert  the  coming  war. 

World  Peaceways  offers  a  practical  plan 
of  how  you  con  help.  Write  for  it.  There 
is  nt>  obligation  involved  in  your  inquiry, 
oxc-ept  the  obligation  to  your  conscience 
and  to  y»)ur  convi<*tion  that  there  must 
be  no  more  tears.  World  Peaceways.  Inc.. 
IU3  Park  Avenue.  New  York  City. 


Using  Space  Advertising  to  Increase  the  Effectiveness 

of  Radio  Advertising 


BEST-OBSERVED  and  second-best-read  ad¬ 
vertisement  in  a  recent  issue  of  The  Saturday 
Evening  Post. 

(T)  Pictures  of  screen  stars  are  always  good 
stoppers.  So  are  pictures  of  radio  and  stage  stars. 
Eddie  Cantor  has  made  himself  famous  in  all  of 
these  branches  of  entertainment — screen,  radio, 
and  stage.  Hence,  his  photograph  is  in  a  class  by 
itself  as  an  attention-getter. 

@  People  are  always  interested  in  news,  and  a 


big  feature  of  this  advertisement  is  the  news 
which  is  displayed  on  the  placard  that  Eddie 
Cantor  is  carrying. 

@  Note  the  interesting  way  in  which  the  two 
Scotties  (Texaco  Mascots)  have  been  brought 
into  the  picture.  This  helps  to  identify  the 
product. 

An  advertisement  like  this  can  greatly  increase 
the  effectiveness  of  radio  advertising  by  increasing 
the  number  of  listeners. 
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TEXACO,  one  page,  black  and  white,  The  Saturday  Evening  Post. 


Presented  by  dealers  from  coast  to  coast  who  serve  you 
with  Texaco  FJM'OffflF  gasoline  and  other  Texaco  products 


'"Oii,. 


PARKYAKARKUS^  BOBBY  BREEN  ^  JACQUES  RENARD  JINIIIY  WALUN6T0N 


— seleaed  by  the  public 
iis  Radio's  No.  1  annpuacer 
in  many  national  contests 


— whose  lively  music  and 
refreshing  arrangements 
ate  popular  everywhere 


■ — The  8  year  old  singing 
star  who  has  scored  such 
a  hit  in  radio  and  movies 


— The  blundering  "Greek 
gentleman"  who  so  skil¬ 
fully  helpswith  thecomedy 


\  SUNDAY 


r- 


^ACO 

-  on  the 

^olumbid  Network 


How  to  Build  Prestige 


BEST-OBSERVED  color  advertisement  in  a 
recent  issue  of  The  Saturday  Even  ing  Post. 
As  a  rule,  automobile  advertisements  do  not 
rank  as  high  in  reading  or  observation  as  adver¬ 
tisements  for  articles  of  frequent  purchase  such 
as  cigarettes,  soap,  coffee,  etc.  However,  this 
automobile  advertisement  did  rank  high,  which 
makes  its  record  all  the  more  outstanding. 

@  Of  course,  70  per  cent  or  more  of  the  stop¬ 
ping  power  of  this  page  is  due  to  the  large  and 
handsome  illustration.  The  car  was  pictured  in 
bright  yellow,  and  the  background  of  trees  and 
the  Capitol  building  and  sky  were  done  in  beauti¬ 
ful  pastel  shades  of  green  and  blue.  The  picture  of 
the  Capitol  is  an  important  part  of  the  appeal  of 


this  picture.  It  gives  prestige.  Again  and  again 
art  directors  have  made  plain  objects  look  hand¬ 
some,  and  handsome  objects  look  even  more 
handsome  by  means  of  background.  For  example, 
rather  plain-looking  mail  order  books  have  been 
“dressed  up”  by  photographing  them  alongside 
of  a  vase  of  flowers  or  a  piece  of  statuary. 

(T)  The  headline  has  selling  power  and  at  the 
same  time  has  a  classical  sound  that  fits  in  with 
the  illustration. 

@  A  number  of  advertisers  have  improved  the 
appearance  of  the  name  plate  by  boxing  it,  like 
this,  instead  of  stretching  it  clear  across  the 
bottom  of  the  page. 


108 


PACK.\RD,  one  page,  four  colors.  The  Saturday  Evening  Post. 


The  J9J6  Packard  Tuehe  Spur!  Plweton 


A  testimonial  that  has  been  lived,  not  written 


I  \  llii-  uMirse  of  ils  thirty-six  years  of  life.  Parkanl 
i  ha-  rei  eiveil  many  thousands  of  testimonials  from 
(leligliUMi  owners, 

^  »*l  Packard's  most  impressive  testimonial  is  one 
that  ha-*  hern  written,  not  in  ink,  hut  in  tlie  lilt's  of 
owners.  It  is  the  record  of  a  constantly  growing 
rf)»ler  of  distinguislird  Ainrriran  families  who  have 
i-wnexl  Packanh  continuously  for  2!  years  or  longer. 

Such  a  rec(»rd  of  fjwner-lovalty  —  a  record,  v^e 
Udieve,  urtmahlieti  in  the  industry  —  speaks  for 
itself  of  F’a<  kard  s  ahilily  to  produrr  cars  that  are 
alw  ays  ah*  ad  of  the  fitdd.  It  tells  of  a  margin  of 
stiptriorily  that  is  wider  than  ever  today  in  the 
grrate-l  Parkards  of  all  —  the  new  Packards  for  1936, 

r  ‘*1  die  lovaltv  of  Packard  owners  is  only  one 


of  the  living  testimonials  to  this  great  car.  Today, 
among  the  larger  fine  cars,  Packard  leads  in  regi.s- 
Irations  in  every  one  of  the  *15  states.  During  the 
past  year.  America  purchased  almost  as  many  large 
Packarils  as  it  diil  all  oilier  fine  cars  combined.  And 
during  this  same  time,  Packard  exported  more  large 
fine  cars  than  any  three  other  makes  combined. 

Equally  impressive  is  the  testimonial  given  to  the 
new,  lower-priced  Packard  120.  In  its  first  year  of 
existem  e,  this  newest  member  of  the  Packard  family 
was  awarded  first  place  in  registrations  among  cars 
in  its  price  class. 

T}ie  beautiful  new  Packards  for  1936  —  the  finest 
and  most  luxurious  cars  in  Packard’s  history  — are 
awaiting  your  inspection  at  your  Packard  dealer’s. 


\^dien  you  see  them,  when  you  dri\e  tlu-m. 
you  measure  them  against  any  other  cars  19^ 
offer  you,  we  are  confident  you  will  vote  llu 
greatest  motor  cars  the  world  has  ever  seen. 


PACKARD 

-  .Sa^je^  ■  “yufe/tf 

m 


A8K  THE  MAN  WHO  OWNS  ONE 
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Telling  a  Story  at  a  Glance 


BEST-OBSERVED  two-thirds  page  advertise¬ 
ment  in  a  recent  issue  of  Good  Housekeeping. 
Most  manufacturers  tell  in  words  what  their 
product  does  for  you.  A  few  fortunate  ones  have 
products  whose  virtues  can  be  shown  in  photo¬ 
graphs.  This  advertisement  is  a  stopper  because 
it  combines  both  methods. 

(T)  The  headline,  in  few  words,  conveys  an 
important  message  to  women;  (a)  better  appear¬ 
ance,  and  (b)  quick  results. 

@  The  result  of  using  the  product  is  shown  in 
photographs  by  the  “before  and  after”  method. 


The  message  is  therefore:  (a)  instantaneous,  (b) 
interesting,  (c)  believable. 

@  (T)  The  reader  is  given  an  opportunity  to 
act  immediately,  either  by  telephone  or  coupon. 

(4)  The  coupon  gives  the  reader  an  opportunity 
to  indicate  her  special  interest.  This  makes  it 
possible  to  mail  sales  literature  specially  designed 
for  each  type  of  prospect. 

(5)  This  paragraph  secures  replies  from  women 
who  may  be  trained  to  sell  corsets  to  other  women 
in  their  communities. 
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SPENCER  CORSETS,  two-thirds  page,  black  and  white.  Good  Housekeeping. 


SHE  had  given  too  little  thought  to 
keeping  her  figure  young.  As  soon 
as  a  Spencer  ^vas  designed  to  lift  and 
support  fatigued  muscles,  the  abdom¬ 
inal  bulge  disappeared  and  her  figure 
lines  were  restored  to  their  natural 
slim  loveliness.  *'Why”, she  exclaimed, 
'*!  lost  that  ugly  bulge  in  two  minutes.’" 

Have  a  Spencer  <tesigne<l  to  lift  tired,  sa*^- 
ging  muscles  and  your  bulges  uill  vanish. 
Your  Spencer  corset  and  hamlcau  will  elTe^ 
lively  correct  figure  faults  because  eva^ 
rseciiun,  every  line  is  individuaiiy  design^R 
cut  and  made  to  solve  your  figure  problem  aV||| 
yours  only.  Spencers  are  ligliter  and  moi? 
flexible  than  ordinary  corsets  and  yet  every 
Sprncer  is  guaranteed  to  keep  its  lovely  lines 
as  long  as  it  is  worn! 

Have  a  figure  analysis  —free 
Have  you  ever  had  a  Spencer  Corset  iere  make 
a  study  of  your  figure?  At  any  time  most  con- 
venienl  for  you  an  intelligent  woman,  trained 
in  the  Spencer  designer's  methods  of  figvire 
analysis,  will  call  at  your  home.  Do  not  delay. 
A  study  of  your  figure  will  cost  you  nojhing. 
Stop  e-sperimenling.  Prices <lepend  on  niateri* 
r^ls  selected.  A  witle  range  to  suit  every  purse. 


Send  for  interesting  free  booklet 
'"W'hat  Figure  Fault  Is  Yours?** 
Look  in  your  telephone  book  under  "Spencer 
Corseliere”  or  send  us  the  coupon  below  for 
a  booklet  and  a  free  analysis  of  your  figure. 
This  will  not  obligate  you  in  any  way. 
VTrite  Anne  Spencer  for  advice 

(g)  I93C,  Spvncrr  Corset  Co..  Inc.  |KE|||| 

Ifsome  special  fig-  Hn_ 

Ik  ure  fault  troubles  Inwl 
S  you,  check  it  on  Hill 
^  the  figure  at  right.  ■311 

Ann.  Spencer.  Sniffing  I 

Spenrrf  Corsel  Co.,  loc.,  I 

139  Derby  Avenue.  B 

New  Haven.  Conne.'ticuf.  al 

Ginailu:  Rnt  k  Island,  Quebec. 

Great  Britain:  96  Regent  St..  W,  I.,  London. 


lordosis 

iMckhnc 


Do  You  Want  to  Make  Money? 

If  vou  are  a  business  woman,  or  w'ould  like 
to  be  one,  let  us  train  you  to  become  a 
Spencer  Corsetiere.  Check  here . □ 


Right  and  Wrong  Ways  to  Write  Headlines 


ADVERIISEMENTS  like  this  have  been 
^  successful  in  selling  large  quantities  of 
United  States  Savings  Bonds.  For  example,  a 
publisher’s  report  states  that  a  series  of  four 
advertisements  in  one  magazine  resulted  in 
directly  traceable  sales  of  $293,000  worth  of  the 
bonds.  Total  space  cost  was  $7200. 

©  The  man  who  wrote  this  advertisement  had 
an  advantage  which  no  other  ad  man  can  have  in 
the  same  degree.  He  did  not  have  to  use  testi¬ 
monials  to  prove  the  financial  soundness  of  his 
client.  He  had  the  ready-made  confidence  of  his 
readers  that  no  securities  can  be  safer  than  United 
States  Bonds.  The  fact  that  this  ad  man  realized 
his  advantage  is  shown  in  his  choice  of  the  main 
headline.  He  did  not  use  a  would-be  “clever 
heading’’  such  as  “Save  with  Uncle  Sam.’’ 


He  did  not  use  a  claim  such  as  “Safe  as  the  Rock 
of  Gibraltar.”  He  simply  said  the  strongest  thing 
he  could  say:  “United  States  Savings  Bonds” 
.  .  .  and  then  in  smaller  type,  “Direct  obliga¬ 
tions  of  the  United  States  Government.” 

@  (3)  The  subhead  and  the  picture  attractively 
illustrate  one  of  the  important  uses  of  the  bonds. 

(4)  Second  only  to  the  headline  in  importance 
is  this  lengthy  piece  of  copy,  which  answers  all 
important  questions  about  the  bonds  clearly  and 
without  frills. 

©  This  coupon  is  worded  to  take  care  of  two 
kinds  of  prospect:  (a)  those  who  want  to  see 
further  literature,  and  (b)  those  who  want  to 
order  immediately. 
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U.  S.  TREASURY,  one  page,  black  and  white,  various  magazines. 


DIRECT  OBLIGATIONS  OF  THE  UNITED  STATES  GOVERNMENT 


Systematic  savings  now 
will  provide  funds  for 
College  in  10  years  j. 


Regular  investments  in  United  States  Sav¬ 
ings  Bonds  are  a  sure  way  to  provide  funds 
for  a  College  Education,  starting  in  10 
years.  An  interesting  fact  for  parents  is  ^ 
that,  on  the  present  basis  they  need  invest 
only  $75  now  to  provide  each  $100  needed 
then.  $750  invested  annually  for  four  sue-  1 
cessive  years  will  return  $1000  starting  in 
10  years,  for  four  college  years. 

But  whether  you  save:  TO  EDUCATE 
CHILDREN  ...  FOR  A  RETIREMENT 
FUND. ..TO  TAKE  CARE  OF  DEPEND- 


Paytble  Each  Month.iof  1 20 
MootHs,  Stanins  in  10  Yean 

.  $25.00 

.  $50.00 

. $100.00 

. $125.00 

. $250.00 

. $500.00 


Maturity  Value 
in  120Mon{h$ 


Amount  You  I nvc«  Each 
Month  for  120  Months 


$18.75. 

$37.50 
$75.00 
$93.75 
$187.50 
$375.00 

QUICK  FACTS  ABOUT  UNITED  STATES  SAVINGS  BONDS 


FOR  SALE  AT  POST  OFFICES  OR, 
IF  YOU  PREFER,  ORDER  BY  MAIL 


more  than  two)  individuals.  Such  bonds  may 
be  redeemed  by  cither  person  named  as  coowner. 

BENEFICIARY  CAN  BE  NAMED.  You 
may  register  your  bond  with  the  name  of  a 
beneficiary  to  whom,  on  request,  your  bond  will 
be  payable  or  reissued  in  the  event  of  your  death. 

PROTECTION  AGAINST  LOSS.  Should 
your  bond  be  lost  or  destroyed,  a  duplicate  will 
be  issued  upon  proof  of  loss  and  proper  indem¬ 
nity. 

TAX  EXEMPT  both  as  to  principal  and  in¬ 
terest  to  the  same  extent  of  otherTreasury  bonds, 
as  more  fully  defined  in  Treasury  Circular  No. 
554- 

S  10,000  MAXIMUM  IN  ONE  YEAR.  It 
is  permissible  under  the  Jaw  authorizing  these 
bonds  that  $io,ooo^but  not  more  than  $ro,ooo) 
maturity  value,  issued  during  any  one  calendar 
year,  (Jan.  i  to  Dec.  31)  may  be  held  by  any  one 
person.  An  additional  $io,oco  maturity  value 
issued  during  each  or  any  subsequent  calendar 
year  m.iy  he  so  held. 


THEY  ARE  DIRECT  OBLIGATIONS  OF 
THE  GOVERNMENT. 

YOUR  INVESTMENT  WILL  INCREASE 
IF  HELD  FOR  10  YEARS.  Bonds  arc 
.n\ai!;ihlc  in  the  denominations  shown  in  the 
cempon. 

INTEREST  ACCRUES  AT  THE  RATE 
OF  2.<)%  PER  ANNUM  COMPOUND¬ 
ED  SEMIANNUALLY  provided  the  bond  is 
lielJ  tc‘  I'l.ifijr-tv. 

MAY  BE  REDEEMED  IN  CASH  after  60 
days  from  is'ue  d.itc.  in  whole  cr  in  part. 

FREE  FROM  PRICE  FLT.’CTUATION. 
fl'c  fi  cd  c.i  h  redemption  lalucs,  vhich  never 
arc  fh.-n  rhe  purchase  price,  arc  printed  on 
rh?  f.icc  of  c.jch  bond. 

OWNERSHIP.  T'kv  m.iv-  l-c  rcf;l‘tcred  In  the 
fame  of  i'  iii  i.h  il  ,  coou  ncr*-'.  trustee*;,  banks, 
u'p-ir.  fiM"  .  nr  .v-'  orliel  Ili’.iI  entity. 

OWNERSHIP  BY  TW  O  PERSONS.THcy 
fi  ■  I  I  r.  o. r.  '  r’  t ■  c  0.1  iM;  •  of  f o  M>*iC  not 


TREASURER  OF  THE  UNITED  STATES,  DEPT.  903. 
WASHINGTON,  D.  C. 

["]  Please  send  me  without  obligation,  your  Regular  Pur¬ 
chase  Plan  and  forms  for  my  consideration  and  op¬ 
tional  use. 

Q  Send  me  the  following  bonds  for  which  I  enclose 
check,  draft,  or  money  order. 

NUMBER 

...  $25  United  States  Savings  Bonds  at  $18.75$ . . 

...  $50  United  States  Savings  Bonds  at  $37.50$ . j# 

...  $100  Unked  States  Savings  Bonds  at  $75.00$....^ 
...  $500  United  States  Savings  Bonds  at  $375.00  $ . . . . 

. .  .$1000  United  States  Savings  Bonds  at  $750.00  $. . . .  .m 

Total  $ . 


Name. 


Register  in 
the  name  of 
and  send  to 

Make  all  checks  payable  to  Treasurer  of  the  United  Stales. 


Street  Address. 


Why  This  Ad  Doesn’t  Need  a  Large  Name  Plate 


BEST-OBSERVED  half-page  ad  in  a  recent 
issue  of  The  Saturday  Evening  Post. 

0  One  of  the  best  eye-catchers  is  a  photograph 
of  a  face  looking  at  you.  This  advertisement  con¬ 
tains  a  number  of  such  faces,  and  every  one  of 
them  is  made  as  large  as  the  space  allows. 

Timeliness  is  an  important  element  here.  This 
advertisement  appeared  just  before  Christmas. 

0  A  headline  set  to  music  is  unusual. 


0  The  name  plate  is  small.  But  the  Telephone 
Company  does  not  need  as  large  a  name  plate 
as  a  manufacturer  who  is  trying  to  outdo  his 
competitors,  because  there  is  only  one  Telephone 
Company.  If  this  advertisement  sells  you  the  idea 
of  calling  up  friends  or  relatives  on  Christmas, 
you  will  have  to  use  the  Bell  System. 

In  general,  note  that  this  is  one  of  those  adver¬ 
tisements  which  gain  stopping  power  by  their 
blackness  against  a  white  background — by  sheer 
weight  of  ink  on  the  page. 
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BELL  SYSTEM  TELEPHONES,  one-half  page,  The  Saturday  Evening  Post. 


yiiiiitance 


IE  bMt  Of  friends  must  part 


%  |iut  separation  need  not  mean  the 


end  of  friendship.  At  this  holiday 
time  especially,  let  your  telephone 
l^ridge  the  miles  between.  It's 
convenient  and,  above  all, 
||ersonal.  It’s  inexpensive  toe. 
Rates  on  station-te-statlen 
Anpl  person-to'person  calls  to 
^most  points  are  reduced  after 
adthn  o'clock  every  evening  and 


AH  day  Sunday, 


5 


Securing  Orders  at  Low  Cost 


This  advertisement  was  outstandingly  suc¬ 
cessful  in  producing  mail  order  sales. 

@  @  The  man  who  prepared  the  copy  realized 
that  the  title  “Getting  Along  with  People” 
was  more  than  just  a  name  for  the  book — it  was 
also  a  powerful  sales  talk  in  four  words.  There¬ 
fore,  the  featuring  of  the  title  in  both  illustration 
and  headline  was  the  logical  thing  to  do. 

(4)  This  panel  features  important  sales  mate¬ 
rial;  namely,  the  price,  the  number  of  pages,  and 
proof  that  the  book  is  successful  (“Already  in  its 
7th  Printing”). 

(5)  (T)  These  two  panels  attractively  present 
quick  facts  about  the  contents  'of  the  book.  The 
facts  are  all  built  on  the  time-tested  theme — 
“what  the  book  will  do  for  you.” 


(T)  The  coupon  gives  the  prospect  an  oppor¬ 
tunity  to  examine  the  book  free.  To  those  who  are 
willing  to  send  money  with  their  orders,  the 
coupon  offers  this  inducement,  “We  pay  postage 
on  orders  accompanied  by  remittance.” 

®  (D  @  ®  ®  general,  note  that  this  adver- 
tiserrient  follows  the  “scattered  copy”  type  of 
layout  which  mail  order  advertisers  have  proved 
good  by  sales  results  over  a  period  of  many  years. 
This  ad  might  have  used  only  one  headline,  but 
actually  it  uses  two.  The  copy  might  have  been 
set  solid,  but  instead  it  is  broken  up  with  sub¬ 
heads  and  panels.  The  information  in  the  various 
panels  might  have  been  all  put  into  one  large 
panel,  but  actually  three  panels  are  used.  This 
method  may  not  make  a  smooth,  artistic  layout, 
but  it  does  make  an  interesting,  readable,  eye¬ 
catching  and  sales-producing  layout. 


MILTON  WRIGHT  BOOR,  two  columns,  black  and  white,  The  New  York  Times  Sunday  Magazine. 
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Do  you  w«nt  to  impren  than  fkvonbty.  let  alone  wefl  with  ^on. 
tnnuence  and  lead  than?  Today,  to  be  tueceaaful  to  ahnott  any  field, 
you  tnuat  know  how  to  deal  with  people— y«i  niuet  be  able  to  win  their 
friendthip,  their  respect  and  their  cooperation. 

Now  there  it  a  new  book  that  show*  you  how  to  acriuire  thi*  ability. 
Sound  and  practical,  thia  book  deals  with  the  tort  of  ptoblems  in  meetinc 
and  handlint  people  that  you  face— jlvea  plaifl  methods  and  sucE«<i<>«* 
that  will  fit  into  your  experiences  with  people— shows  how  to  make 
your  contacti  amootba,  pleasanter,  mor*  ntultful. 

Milton  Wright’s 


GETTING  ALONG 
WITH  PEOPLE 


TUROUGUOUT  tbe  afes  there  have  been  inen 
who  understood  and  used  the  art  of  gettiDC 
alone  vHb  people  to  achieve  their  unbitiona. 
Payuolofiata  haw  added  to  tbe  kzwwiedie  of 
how  and  why  people  react  in  certain  ways  to 
eertain  approaonea.  Nov  cornea  MOton  Wright, 
knmding  tocetber  tbe  practical  and  the  soen- 
tihe,  civinc  us  a  fCunulatini,  helpful  luide  on 
the  technique  of  human  relationships. 


AJreidr 
in  its 

7th 

Printing 

siop,<«.  srso 


A  key  to  success  in  handling  others 

OHlinff  Alofif  TTtlA  PmpU  tells  you  predaely  what  to  do  and  aay,  and 
why  you  should  do  it.  to  secure  the  results  you  want  in  countlesB  aitua- 
tioDS,  in  buainm  and  aodal  life,  in  everyday  contacta,  and  in  important 
situatioos  with  a  major  bearinc  on  your  life  and  bappinem.  Examplea 
from  the  author's  oam  experieoee,  obaervatioDB  and  investiiatioQ  UberaUy 
illustrate  tbe  points  he  maitea. 

To  make  the  book  still  more  helpful. 

Milton  Wri^t  appends  to  each  chapter 
a  list  of  stimulalini  questions  which 
srill  come  up  in  your  everydsy  conU^. 

He  also  fives  you  a  number  of  practial 
problems  and  then  belpa  you  solve  tbeni. 


(^in  gour  endg  in 
peraonal  relationt 
bg  learning: 

to  mad  character 
—why  people  will  like  you 
—how  to  adapt  yourself  to 
the  other  rcllow 
— how  to  attract  attention 
— how  to  eetabllah  right 
falatlons 

—bow  to  build  reputation 
— how  to  use  BUggestlof^ 

— when  to  bluff,  to  reason, 
to  use  humor 


Easy  to  undersj 
and  apply  I 


Within  a  short  time  arier^BjflMr 
this  IxHik  you  will  begin  to  h-.inor- 
wAt'd  with  m.>re  enjoyment  t<>  meeting 
and  dealing  v  llh  people  Milton  Wright 
uses  a  Hlmplr.  direct  atylc.  with  graphic 
example'  to  llluctrete  his  points  tt 
win  not  lake  you  long  to  graip  hN 
fundamentsl  Idesa.  snd  with  Ihr  aid 
of  the  typical  probleme  he  helps  you 
work  out.  to  Improve  your  contacts 
with  others  and  to  benefit  from  this 

new  freedoni  of  SASOclatlon. 


Take  advantage  of  thit  help  now 

See  the  book  for  10  day»  FREE 


Sertd  lor  thU  book  for  in  days'  ex¬ 
amination  .-n  apprc>\sl  No  "bllgnilon. 
you  merely  agiee  to  return  the  bofjW 
at  the  end  of  the  esamlnail'in  period 
or  In  pi.y  for  It  then.  We  believe  you 
wilt  gain  immi-aHuruMy  In  your  deal¬ 
ings  «llh  oitura  If  you  practlcF  the 
sucgostlons  gixen  In  this  book  See 
fur  yourself  Mall  the  coupon  today. 


Do  you  want _ 

—  to  be  a  food  ntlserT 

—  to  feet  at  eMe  In  any 
company? 

-to  make  con  lac  U  eaciert 
--to  really  enjoy  your 
association  srilb  others? 
_.u>  handle  people  effec- 
tiftdy? 

—  to  hare  foor  oplniona 
rw  pec  led? 

—  to  be  looked  to  for 
leaderokip? 

Tou  will  h:iv.'  a  real  hev 
to  these  priceless  ss-cih 
In  the  srt  -t  living  when 


ON-ApraoVAL  COUPON 

MeCrsw-RttI  Bank  rompaay.  IM.  |  .,  |  T*  V*iW 
SW  West  «t*g  m  .  Sew  Toek  Oty  1  I  Oshwtlw 

.Vend  me  Wrlghl'r  Oetling  Along  with 
I’.  ..pie  fi.r  lit  dsvs'  etsminatiun  on  sp- 
lu-oval  In  10  days  rwlll  send  plus 

M  few  rents  tsistfcge.  or  return  biiok  posl- 
psl'l.  (We  pay  leinlagr  on  orders  accom- 
itanitH)  hy  reniUtanre.  I 


Seadoomooe^ 

^jaSTMA/L  V 

coupon 


117 


Recipe  for  Getting  a  Large  Number  of  Contest  Entries 


General  mills,  inc.,  makers  of  Soft- 

asilk  Flour,  Gold  Medal  Flour,  and  other 
products,  have  run  a  large  number  of  successful 
contests.  Practically  all  of  these  have  followed 
the  pattern  shown  in  this  advertisement. 

(T)  The  headline  offers  a  large  amount  of  cash 
free.  Experience  has  shown  that  cash  is  the  most 
attractive  offer  that  can  be  made. 


@  The  contest  is  easy  and  as  much  fun  as  a 
game. 

@  The  entry  blank  is  printed  right  in  the 
advertisement.  All  you  have  to  do  is  to  fill  it  in, 
tear  it  out,  and  mail  it. 

(4)  Proof  of  purchase  of  the  product  is  required 
in  the  form  of  a  box  top.  This  insures  buying  of 
the  product  by  contestants. 


GENER.\L  MILLS,  INC.,  one  page,  four  colors,  various  magazines. 
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CONTEST  CLOSES  MIDNIGHT,  MONDAY,  SEPTEMBER  30,  1935-ACT  NOW— USE  ENTRY  BLANK  BELOW 


HOW  TO  WRITE  LAST  LINES 
THAT  WIN  PRIZES 


ALMOST  THREW  Sl.OOO  AWAY 
BY  THINKING  SHE  COULDN’T  WIN 

Mrs.  J.  F.  McK»y,winnerof  Betty 
Crocker's  last  Limerick  Contest 

Dear  Betty  Crocker: 

I  was  the  most  aston* 
1  ished  person  in  the 
•  f  world  when  I  got  my 
^  ■  checkfor$l,OOOmyour 

^  wonderful  Limerick 
Contest.  I  was  just  on 
the  point  of  not  send¬ 
ing  in  my  last  line  at  all,  because  1 
thought  it  was  so  simple  it  couldnlt 
possioly  win.  Just  think,  1  alm<«t 
threw  $1,000  away!  But  I  sent  it  in 
anyway,  and  you  can  imagine  how 
surprised  1  was  when  1  really  did  win 
ana  got  the  money.  Thanking  you 
again,  I  am.  Very  truly  yours, 

Mrs.  J.  F.  McKay.  3300  Beechwootl 
Aft.,  Cleveland  tfeighis,  Ohio. 


A  Contest  For  Housewives 
Who  Want  Cash  QuickI 

Purpoae  of  Contest  to  Acquaint 
More  Women  With  This  New  and 
Amazing  Cake  Flour  —  Softasilk  — 
Regarding  Which  Betty  Crocker 
Says:  "If  you  try  my  SoftaeUk  meth- 
od  /  wilt  moAe  you  a  better  cake 
maker,  according  to  the  B  eonteet- 
wtnntng  points,  or  /'//  refund  you 
DOUBLE  the  money  you  paid  tor 
Softa$itk.“ 

By  Betty  Crocker 

Dear  friend:  The  minute  or  so 
it  takes  to  write  a  last  line  for 
this  simple  Limerick  may  bring  you 
$I..‘i00  cash,  or  one  of  567  other 
cash  prizes. 

You  see,  the  reason  I'm  offering 
this  big  cash  prize  money  is  to  get 
more  women  to  accept  my  amazing 
challenge  on  Softasilk  Cake  Flour. 
Here  it  is: 

//  you'll  try  my  Softasilk  method  I 
guarantee  to  make  you  a  better  cake 
maker  on  the  8  contest^winning 
points,  or  fit  refund  you  DOUBLE 
the  money  you  spent  for  Softasilk 
Cake  Flour. 

You  can't  lose — and  the  chances 
are  you’ll  improve  your  cake  bak¬ 
ing  amazingly! 

For  my  Softasilk  method  not  only 
overcomes  the  faults  of  cake  made 
with  ordinary  flour — toughness, 
coarseness,  heaviness— b\il  also  over- 


The  main  point  to  keep  in  mind  is  to 
try  and  make  the  last  line  keep  the 
sense  of  the  limerick.  One  good  way  is 
to  vTite  down  all  the  words  you  can 
think  of  that  rime  with  '‘distress.’* 
such  as  ‘‘impress,”  or  “happiness.” 
And  then  pick  out  the  one  or  ones 
which  seems  to  make  sense,  and  build 
your  last  line  around  them. 

You  don’t  have  to  be  a  “poet"  to  win 
the  $1,500  grand  first  prize.  Just  write 
a  plain,  commonsense  last  line,  and 
you  have  just  as  good  an  opportunity 
to  win  as  the  greatest  poet  ^ive. 
Take  5  minutes  now — write  your  last 
line  in  the  entry  blank  below — and 
don’t  foil  to  send  it  iht 


As  the  first  four  lines  of  the  limerick 
point  out.  Mary  was  having  trouble 
making  cakes.  Some  of  her  cakes  were 
good,  but  others  were  bad.  Presum¬ 
ably  she  was  using  some  other  cake 
Hour  than  Softasilk.  and  although  the. 
cake  flour  had  some  good  points,  it 
could  not  guarantee  her  a  perfect  cake 
every  time. 

Then  she  tried  Softasilk.  What  did 
she  discover?  Did  her  cakes  turn  out 
the  same  as  before?  Did  her  husband 
note  any  difference?  Was  she  surprised? 
Make  the  last  word  in  your  last  line 
rime  with  the  Iasi  word  in  the  first  two 
lines.  For  example:  “Now^^her  cakes 
are  prize  winners — no  less.” 


comes  the  faults  of  less  modem 
cake  flours — loss  of  moisture,  lack 
of  flavor. 

^  I  urge  you  to  act  at  once!  FjV5f, 

Pet  a  package  of  Softasilk  Cake 
‘lour  from  your  grocer,  and  enter 
this  amazingly  easy  contest  as  ex¬ 
plained  in  the  entry  blank  at  the 
right.  Second,  follow  my  Softasilk 
method  by  making  any  cake  listed 
on  the  ^ftasilk  package,  with 
Softasilk  and  according  to  the 
recipe  given  on  the  box.  Compare 
it  with  any  other  similar  cake  made 
with  your  own  recipe  and  any 
other  brand  of  cake  flour.  Then,  if 
you  are  not  100%  convinced  my 
new  way  is  better,  simply  tear  off 
the  top  of  the  Softasilk  package, 
write  on  the  back  of  it  what  you 
paid  for  Softasilk,  together  with 
your  name  and  address,  and  mail  it 
to  me  personally  at  the  address  be¬ 
low.  I  will  send  you  exactly  twice 
the  amount  you  spent  for  Softasilk. 
Don’t  delay!  Act  at  once  before 
contest  closes! 

Gold  Medal  Foods,  Incorporated 

C«pr.  I9S6,  b? 
General  Mills,  Inc. 

General  Mills,  Inc,,  Minneapolis 


Pentry  blank 


MAIL  PROMPTLY  TO  BETTY  CROCKER 

Bkttt  Cbocksb,  Dept.  BHG9,  General  Mills,  Inc.,  Minneapolis,  Minn. 
Mary's  cakes  filled  her  heart  with  distress. 

Some  were  good — some  were  simply  a  mess. 

Then  the  Softasilk  way. 

She  discovered  one  day— - 


(Print  the  la«t  line  which  you  want  to  enter,  above.) 

I  have  printed  above,  the  last  line  I  want  to  enter  In  your  Softasilk  Cake 
Flour  Limerick  Contest.  Below  is  my  own  name  nnd  address.  Also,  attached 
is  a  box-top  from  a  package  of  Softasilk  Cake  Flour,  oit  the  back  of  wliicli  1 
have  written  the  name  and  address  of  my  grocer. 

<='■“"  g  i::  IZ  }  ■><  S-fta-UL  CaL.  Flou.P 

If  a  new  user,  what  brand  did  you  use  before? . 

Name . . . 


Tli(*  S<>ft:i«'lk  mclliod  >>;  scientifically  de- 
MktDcd  to  'yIii  the  .S  ii-ual  Statu  and  County 
I'.iir  Contcst-JudRiiig  I'oint-  for  <aki-i. 
1  hcM.’  puiiil.R  arc:  I  .•\|ii>ci«rauie;  2.  Volume 
In  proporuoii  to  ingmUentH  u-ed;  3.  Evenly 
l>rownea  crust;  4  Symmetry  in  shape: 
5  Tfsture;  6.  Flavor;  7.  l.ightness  ana 
tcniU-rnesd;  8.  Rclt-niiun  of  moisture. 


WHEN  YOU  BAKE  CAKE  AT  HOME,  USE  SOFTASIUK  .  .  .  BUT  REMEMBER.  THE  EASIEST 
WAY  TO  GET  A  DELICIOUS  CAKE  FOR  YOUR  FAMILY  IS  TO  ORDER  ONE  FROM  YOUR 
SAKER  DIRECT,  OR  THROUGH  YOUR  GROCER.  YOUR  BAKER.  WITH  TRULY  PROFESSIONAL 
SKILL.  MAGICALLY  TRANSFORMS  WHEAT.  ‘‘THE  STAFF  OF  LIFE.”  INTO  TASTY, 


Streri  or  R.FD.  No. 


City  or  Town  . . State  . 

ilmportant:  Be  sure  your  entry  blank  is  completely  filled  out.  is  Icgibli 
mailed  so  u  to  be  postmarked  on  or  before  midnight,  Monday.  Sept.  3( 


A  Formula  for  Getting  Immediate  Sales 


This  advertisement  follows  the  successful 
pattern  which  Walter  J.  Black  has  used  for 
years  in  selling  the  works  of  Shakespeare,  De 
Maupassant,  Oscar  Wilde,  etc. 

In  general,  this  page  is  powerful  in  its  first 
flash  impression.  At  a  single  glance  you  see 
“Shakespeare — 98f!” — and  a  picture  of  the  book. 
These  things  are  so  arranged  as  to  lead  you 
directly  into  the  coupon. 

0  The  headline  selects  the  proper  audience 
and  employs  two  of  the  most  successful  words  in 
the  ad  man’s  vocabulary — “Amazing”  and 
“Bargain.” 

0  People  have  had  the  sad  experience  of  pay¬ 
ing  what  they  thought  was  the  full  price  for  an 
article  and  then  finding  out  that  they  had  to  pay 


more.  The  ad  man  who  prepared  this  page  recog¬ 
nized  this  situation  and  reassured  the  reader,  not 
only  once,  but  twice:  (a)  “98fi  in  full,”  (b)  “No 
further  payments.” 

@  This  subhead  answers  one  of  the  first  ques¬ 
tions  that  occur  to  nearly  everyone,  “Can  the 
volume  be  complete  for  only  98  cents  .^” 

0  The  subhead  “Send  no  money — Free  exam¬ 
ination”  is  a  tested  mail  order  appeal. 

0  0  The  completeness  of  the  volume  is  fur¬ 
ther  emphasized  in  the  panel  which  lists  all  the 
works  and  the  subhead  which  says,  “  1812  pages.” 

0  The  coupon  offers  an  opportunity  for  con¬ 
venient  and  immediate  action. 
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W.\LTER  J.  BLACK,  INC.,  one  page,  black  and  white,  various  magazines. 


Bargain  Ever  Offeredf 


ONLY 


COMPLETE-Erery  Word  He  Erer  Wrote 


Now.  in  one  single  volume  is  the  world’s 
supreme  literature — every  word  Shakespeare 
ever  wrote.  In  all  human  history  only  this  ONE 
man  has  seen  so  deep  into  the  hearts  of  all 
only  he  has  held  the  keys  to  unlock  every  human 
emotion,  every  strength,  every  weakness.  .  .  . 
No  wonder  that  today  he  is  more  alive,  univer¬ 
sally  and  immortally,  than  he  was  300  years  ago. 

Realize  anew  that  Shakespeare  ALONE  is 
the  cornerstone  of  the  well-read  man  s  or 
woman’s  culture.  He  teaches  you  history  by 
making  it  so  thrilling  that  you  are  held  in  breath¬ 
less  suspense  page  after  page.  His  marvelous 


IN  FULL! 

NO  FURTHER  PAYMENTS 


Complex*— Ift  sii* 
tliifir  volume*^ 
•very  word  Shake- 
ipeare  ever  wrote. 
Unobridged.  AUo 
eentoint  Index  to 
the  Chorecten  and 
Gloitery  defining 
alt  term. 


ree  Examination 


SEND  NO  MONEY-7  D 


send  only  98c  plus  few  cents  postage. 

To  know  English  better— to  read  any  book 
more  appreciatively —to  speak  and  write  < 
more  colorfully,  effectively  you  must 
know  Shakespeare!  Send  coupon, 
without  money,  now!  Walter  J. 

Black.  Inc.,  Dept.  211. 


ALL  34  PLAYS— all  his  poems 


TItuf  Androntcus 

Merry  Wive*  of 
Windsor 

King  Leor 

Pericles.  Prince 
of  Tyre 

The  Passionate 
Pilgrim 

The  Rope  of 
Lvcrece 

Phoenic  and  the 
Turtle 


A  MIDSUMMER 
NIGHTS 
DREAM 

The  Comedy  of 
Errors 


ROMEO  AND 
JULIET 


WAU:ERj.BlACK.lac. 
Z  Park  Avenu« 
NEW  YOEK  Clty,K.Ye 


King  Riehord  II 
King  Henry  IV 
King  Henry  V 
King  Henry  VI 
King  Richard  Ml 
King  Henry  VIII 
Troilus  and 
Cressido 
Timon  of  Athens 
As  You  Like  It 
The  Winter's  Tale 

TAMING  OF  THE 
SHREW 
Twelfth  Night 
Cymbeline 
Sonnets— all  1  St 
complete 
Julius  Coeser 


Coriolonus 

Antony  and 
Cleopatra 

Measure  for 


WALTER  J.  BLACK,  Inc.,  Dept.  211 
2  Park  Avenue,  New  York,  N.  Y. 

You  may  send  me  for  free  examination  your  1312 
page,  one-volume  edition  of  Shakespeare’s  Complete 
Works.  I  will  either  return  the  bixik  or  send  you 
98c,  plus  a  few  cents  postage,  within  7  days. 


The  Merchant  of 


Labour 


Sonnets  to  Sundry 
Notes  of  Music 

Venus  ond  Adonis 

A  Lover's 
Complaint 

Index  to  the 
Choroeters 


Name 


Address 


Two  Gentlen 
of  Verono 


Glossary— Oehnes 
oil  terms 


The  Tempest 


A  Lesson  in  Simplicity 


I  )  Eb  r-OBSER\  ED  and  third-best-read  adver- 
tisement  in  a  recent  issue  of  The  Saturday 
Evening  Post. 

(T)  (2)  Here  are  the  qualities  that  made  this 
picture  and  headline  stop  readers: 

(a)  Timeliness.  This  advertisement  appeared 
about  ten  days  before  Christmas. 


(b)  Large  and  excellent  photograph. 

(c)  Sex  appeal. 

(d)  A  happy  situation. 

®  ®  @  Note  how  picture,  headline,  and 
name  plate  convey  an  instantaneous  message  to 
glancers,  regardless  of  whether  or  not  they  read 
the  copy. 
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SCHICK  SHAVER,  one  page,  black  and  white.  The  Saturday  Erenhig  Post. 


How  could  you  choose  a  better  gift  than  this  marvelous  mech¬ 
anism  which  is  changing  the  shaving  habits  of  the  world! 


No  other  present  coulJ  possibly  bring  more  per- 
son.il  comfort  .tnJ  satisfaction  into  a  man's  life 
^or  lx  such  a  gentle  hair-removcr  for  women). 
It  banishes  forever  the  nuisance  of  water,  soap, 
cream,  lather  and  blades. 

Caunot  cut 

There  are  no  blades  in  the  Schick  Shaver.  Noth- 
ini:  moving  touches  the  skin.  A  flat  plate  moves 
over  and  gently  presses  down  the  mounds  of  the 
ikiii  so  that  hairs  may  enter  and  be  sheared  off 
below  the  normal  level  of  the  skin  mounds. 


Hence  this  extremely  thin  fat  plate  is  responsible 
for  the  close,  clean  shave  with  the  Schick  Shaver. 

It  is  impossible  to  cut  or  scrape  the  skin  while 
using  the  Schick.  It  hurts  no  more  than  rubbing 
the  face  with  the  finger  tips.  The  Schick  Shaver 
is  good  for  toughest  beards  or  tcndcrcst  skins. 

A  new  skin  grows 

Once  you  use  a  Schick,  Nature  has  no  use  for  the 
old  skin  hardened  and  toughened  by  years  of 
lathering  and  shaving.  In  a  short  time,  the 
calloused  skin  flakes  off  to  be  replaced  by  a  new, 


more  youthful  and  flexible  skin  which  can  pene¬ 
trate  a  little  further  into  the  shearing  slots  and 
thereby  give  you  an  even  closer  shave. 

Costs  less  to  shave 

Over  a  period  of  time  the  entire  cost  of  a  Schick 
is  paid  by  savings  in  blades,  creams,  soaps  and  lo¬ 
tions.  So  that  besides  the  pleasure  it  gives,  it  is 
truly  the  most  economical  way  to  shave. 

Aik  one  oj  our  15,000  dealers 
He  will  show  you  the  Schick  Shaver  and  how 
easy  it  is  for  anyone  to  shave  with  it.  If  no  dealer 
is  near  you,  write  to  Dept.  A. 

SCHICK  DRY  SHAVER,  INC  .  STAMFORD.  CONN.  W«refD 
Discributor:  Edises,  Ittc.,  Sio  Frudsco.  In  Cuiidi.  Heoir  fiida  U, 
Sou.  Ltd.,  ud  ocb«r  storei.  (Cuudiui  price,  f  16.30.) 


JCHICK  #  f HAVEIl  0 
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How  Advertising  Can  Save  Lives 


BEST-READ  black-and-white  page  in  a  recent 
issue  of  The  Saturday  Evening  Post. 

(T)  We  have  all  read  in  the  newspapers  of  the 
large  annual  toll  of  lives  that  cancer  takes,  and 
thousands  have  had  the  experience  of  cancer 
striking  close  to  home.  Therefore,  a  headline  like 
this,  which  brings  good  news  and  which  is 
believable  because  it  is  conservatively  worded  and 
signed  by  a  great  organization,  is  bound  to  com¬ 
mand  serious  attention. 

0  No  ballyhoo  here.  This  copy  gives  informa¬ 
tion  that  will  save  lives.  In  fact,  over  a  period  of 


years  the  Metropolitan  Life  Insurance  Company 
has  done  a  splendid  public  service  by  spending 
in  the  neighborhood  of  half  a  million  dollars  a 
year  to  print  messages  that  help  to  lengthen 
and  make  pleasanter  the  lives  of  many  people. 
The  public  has  learned  by  experience  that  no 
articles  or  stories  in  the  magazines  they  buy  are 
more  worth  reading  than  the  advertisements 
signed  by  Metropolitan. 

@  Note  that  the  last  paragraph  offers  further 
information  on  this  vital  subject.  Those  who  send 
for  Metropolitan  booklets  find  that  they  contain 
valuable  Information — not  just  sales  talk. 
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METROPOLITAN  LIFE,  one  page,  black  and  white.  The  Saturday  Evening  Post. 
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Many  Cancers  are  Curable 


Medical  experts  state  that  many  cancers  can  be  cured  if  discov' 
ered  and  treated  in  time— but  time  is  the  all-important  element. 


Metropolitan  Life  Insurance  Company 


l  l’.l  ni  HlCK  H.  EcKI.K,  Chairman  of  the  Board 


One  Madison  Avenue,  New  York,  N.  Y. 

CopyrujL*.  Uy  Mcirupuluaii  Lilr  liituraiicc  Cumpaiiy 


Leroy  A.  Lincoln,  President 


Cancer  in  its  early  stages  can  often  be  destroyed  by  radium 
and  X-rays,  or  removed  by  surgery.  An  increasing  number  of 
cases  are  being  discovered  early  and  the  technique  in  success¬ 
fully  removing  or  destroying  these  cancers  is  steadily  advancing. 
Full  recoveries  have  been  made  in  thousands  of  reported  cases 
in  which  patients  were  on  the  alert  and  sought  early,  com¬ 
petent  treatment. 


Physicians  warn  against  neglected  conditions  which  are  known 
to  precede  the  onset  of  cancer  —  lumps,  unusual  discharges, 
wounds  that  will  not  heal,  moles  and  warts  that  change  in  size 
and  color,  or  other  abnormal  conditions.  Continued  irritation 
of  any  part  of  the  body  is  often  the  beginning  of  trouble. 


If  your  family  doctor  finds  a  suspicious  condition  he  presumably 
will  not  pass  judgment  as  to  whether  or  not  it  is  cancer  until 
he  can  get  complete  scientific  confirmation. 


Many  people  who  fear  they  have  cancer  are  worrying  with¬ 
out  cause.  A  complete  physical  check  up  which  shows  there  is 
nothing  wrong  is  a  very  comforting  assurance.  Thorough  and 
competent  periodic  physical  examinations  may  help  doctors  to 
discover  cases  of  cancer  while  there  is  still  time  for  successful 
treatment.  Should  suspicious  symptoms  appear  at  any  time, 
see  your  doctor  at  once. 


The  Metropolitan  will  gladly  send  you  its  free  leaflet  on  can¬ 
cer,  “A  Message  of  Hope.”  Address  Booklet  Dept.  137-E.^^^ 

Keep  Healthy — Be  Examined  Regularly 


I 


Newspaper  Advertising  for  Department  Stores 


'^TEWSPAPEK  advertisements  like  this  have 
-k  ^  helped  to  make  Macy’s  the  largest  depart¬ 
ment  store  in  New  York. 

Note  that  the  sales  approach  is  the  same  with 
both  fountain  pens  and  curtains :  (a)  picture  of 
product,  (b)  price,  (c)  bargain  appeal.  The  bar¬ 
gain  appeal  helps  to  get  people  into  the  store, 
where  they  will  be  exposed  to  other  merchandise 
as  well  as  the  items  advertised. 

®  ®  The  word  “sale”  never  seems  to  wear 
out.  Department  stores  have  always  used  it  and 
will  probably  always  continue  to  use  it. 

@  ®  The  pictures  of  the  items  being  sold  are 
large  and  clearly  drawn  to  show  details. 


@  ®  The  price  is  displayed  in  large  type.  The 
price-cutting  phrase,  “69^  .  .  .  usually  would 
be  1.39”  is  another  device  which  department 
stores  have  used  with  good  results  for  years. 

(T)  This  list  gets  sales  points  across  quickly. 

®  More  and  more  department  stores  are 
using  coupons,  especially  in  Sunday  newspapers. 
Sunday  newspapers  have  a  wide  out-of-town 
circulation  and  the  coupon  gets  orders  from 
people  who  cannot  come  to  the  store.  Besides, 
the  Sunday  paper  usually  remains  in  the  home 
for  a  few  days.  This  gives  people  more  time  to 
fill  out  coupons  than  in  the  case  of  the  average 
daily  paper. 
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M.VCY’S,  one  page,  black  and  white.  New  York  Sunday  News. 


iKffl^aiigaai 


USUALLY 
WOULD  BE  1J9 


EACH 


5,000  Fully  Guaranteed 


witK  14-K.  Solid  Gold  Iridium  Tipped  Poirtf 
Plus  your  full  Nome  in  Gold 


An  extraordinary  value  in  fountain  pensl  The 
guarantee  against  mechanical  defects  indicates  our 
n)nhdcncc  in  each  pen — the  price  speaks  for  itself* 
^'ou  should  also  know  about  the  beautiful  new  dc* 
sign  of  sharkskin  grained  pearl  finish  in  green, 
burgundy,  blue  or  plain  black.  There  is  no  longer 
a  reason  whv  any  man,  woman  or  school  child 
should  do  w  ithout  the  convenience  of  a  good  foun¬ 
tain  pen.  Macy't  Stof/onery  Dept.,  Street  Floor 


a  OF  THE  SEASOK 


•  Cusliion  DoH 

•  Pebble  DoH 

•  Pin  Dots 


Each  side  is  39  inches  wide  and  2  i/6 
yards  long!  Imagine  saving  Aa/f  on  thd 
season’s  most  popular  curtains  two 
whole  weeks  before  the  Fourth!  At  this 
price,  you  can  groom  every  window  in. 
your  home  ...  in  crisp,  fresh,  cool¬ 
looking  summer  dress!  Your  choice  of 
white,  cream  or  ecru  in  fine  marqui¬ 
sette.  20,000  pairs  will  not  last  long., 
we  warn  you!  Curtains,  MACY’S 
Seventh  Floor. 


Men  s  or 
Ladies'  sizes 


Terribly  Snrry  .  . ,  H’e  Canftot  Accept  MaU  *r 
Phone  OrJertf 


R.  H.  MACY  &  CO.,  me. 
St.  &  B'woy.  H.  Y.  C 


Pl<i«  wnd 


ALSO: 

5,000  Pairs  Taiiored 

CURTAINS 


PRtNT  N.XMn 


PRINT  AUORrSS 


Usually  mould  be  1.19 


-STATE 


Fine  of  fnirquisecte,  veil  ctiioreJ, 

Rsck  sclvagies  hare  been  removed  to  tuore 
straight  hanging!  Vhiie,  cream  and  ecru.  34 
inches  wide  on  each  tide  ...  2  1*4  7ardt  lon^;! 


Personoiiz«d  Fountain  Pens  de¬ 
livered  within  one  week  of  re¬ 
ceipt  of  order. 


Selling  a  Product  of  Infrequent  Purchase 


BEST-READ  advertisement  in  a  recent  issue 
of  Good  Housekeeping. 

Ordinarily,  an  advertisement  for  a  product  of 
infrequent  purchase  such  as  Drano  would  rank 
low  in  comparison  with  ads  for  products  of  fre¬ 
quent  purchase  such  as  soap  and  coffee.  The  fact 
that  this  Drano  ad  ranked  Number  One  in  a 
magazine  that  carries  as  many  competing  adver¬ 
tisements  as  Good  Housekeeping  is  a  wonderful 


record.  It  proves  the  reader-getting  power  of: 
(a)  a  good  comic  strip,  and  (b)  a  well-known 
comic  strip  heading  “Bridge,”  signed  by  a 
famous  cartoonist. 

Note  how  cleverly  the  comic  strip  is  done.  The 
product  is  not  dragged  in  as  an  afterthought  in 
the  last  panel.  It  is  an  integral  part  of  the  entire 
story,  even  though  the  name  “Drano”  is  not 
mentioned  until  the  end. 
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DRANO,  two-thirds  page,  black  and  white,  Good  Housekeeping. 


.  BY  WEBSTER 


IaSW, 


CLEANS  AND  OPENS  DRAINS 

r.  KEEPS  TH£U  FR£E-nOWING  .JK  v. 


FI  ME  6RIPGE-LEWIM6 
NO  tSumPS  ano  LerriNG  Aie  eo 
DOWN  Five  TRICKS  *.  Goess 

They're  ale  saying  uihat  a 
smart  /MAN  I  /married 


U/£tE,MYA1/NC>  VNAS 

ON  something  ecse 


NEVeR  /MINO  YooFt  SARCAS/M- 
(  V~AS  thinking  THev'D  SAY 

,| - Y — N; —  'ttouRE  A  ROTTSf-J 

’/  "!%  HoosEReePER  when 

.  ^  THeY  SAW  Thay 

f  1.  SLOW  RUNNING  r 

'^V\W»rS  VVASH  -  eoiNl- 

S  1  DRAI/N  I 


MIND?  WHAT  /MINO 


darling,  You'Re 
brilliant.'  ahD  now 
THAT  You've  /nTRO- 
DUCeD  ME  To  ORANO 
i'tL  To  USf  /T 

'  #?eOULAf?LY'  f/v/  evie/?v 
drain/ 

Sr->  \  W^cK  _ _ _ 


(  To  0e  CH/MATV  so  I 

COULD  SW6AK  IM  OSe 

50Me  OF  TtVAT  O^AMO  I  eF'OUOMT 

HOME  The  , — -  -,. — - ^ 

OTHER  NIGHT  ^  A? 


Drsckctt  Co. 


Applying  a  Tested  Appeal  to  a  New  Product 


BEST-OBSERVED  color  advertisement  in  a 
recent  issue  of  Good  Housekeeping. 

(T)  A  beautiful,  full-color  photograph  of  fruit 
cocktails  is  the  chief  attention-getting  element  in 
this  advertisement.  The  red  cherries,  the  pale 
green  grapes,  and  the  yellow  peaches  stood  out 
brilliantly  against  a  dark-blue  background. 

(2)  The  headline  contains  two  sales  arguments 


of  proved  power:  (a)  “New,”  and  (b)  “Ready  to 
Serve,”  which  means  little  or  no  work.  Copy 
tests  of  various  appeals  have  shown  that  “quick 
and  easy”  and  “get  rid  of  work”  are  attractive 
ideas  to  almost  everybody. 

(T)  (4)  Without  interfering  with  the  main 
attraction,  this  advertisement  brings  in  two  other 
Del  Monte  products — Del  Monte  Emits  for 
Salad  and  Del  Monte  Coffee. 


DEL  MONTE,  one  page,  four  colors,  Good  Housekeeping. 
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READY  TO  §ERVE 


COCKTAtJ 


and  for  ^urck 
salads  and  desserts 
remember  Del  Monte 


Looking  for  something  very,  very  inviting?  Something 
that  can  lift  your  meals  to  festive  levels  —  without  your 
even  lifting  a  little  finger? 

This  enticing  fruit  cocktail  is  the  answer.  It’s  gay.  It’s 
smart.  It’s  especially  prepared  for  cocktail  use! 

Here,  in  one  can,  are  five  ideal  fruits— tart-sweet  pine¬ 
apple.  sun-ripened  peaches,  mellow  pears,  tender  white 
grapes  and  scarlet  maraschino  cherries — in  perfect  bal¬ 
ance,  their  flavors  accented  by  a  beguiling  syrup.  Oh,  you 
must  taste  this  fruit  cocktail! 

And  like  Del  Monte  Fruits  for  Salad— which  you 
probably  enjoy  often  — it  costs  so  little!  Less,  actually, 
than  it  would  cost  you  to  combine  these  same  mouth¬ 
watering  fruits  in  your  own  kitchen.  C  D  r 

Your  friends  will  be  serving  this 
tempting  cocktail  soon.  Why  not  ^  ' 

be  first — and  get  the  credit  for  a  Q 
grand  discovery’?  ^ 


Anolhe' 
'luKu'V  ' 
lillW  cot. 


Making  Ads  That  Don’t  Look  Like  Ads 


BEST-OBSERVED  color-page  advertisement 
in  a  recent  issue  of  Good  Hoiisekeeping. 

(T)  Modern  color  photography  presents  prod¬ 
ucts  with  remarkable  realism.  The  light-brown 
beans  in  their  dark-brown  jars  were  photographed 
at  the  peak  of  perfection — a  perfection  which  can 
last  only  a  short  time,  but  which  is  preserved 
indefinitely  by  photography.  To  say  that 
these  beans  looked  good  enough  to  eat  (in  original 
color  ad)  is  an  understatement. 

(2)  (T)  (4)  Another  feature  of  this  advertisement 
is  that  it  does  not  look  like  an  advertisement. 
That  effect  is  produced  in  the  following  way: 


(a)  The  headline  “  Via  Boston  ”  does  not  sound 
like  an  advertising  headline,  and  it  is  not 
set  across  the  page  like  most  headlines. 

(b)  There  is  no  name  plate  at  the  bottom  of  the 
page.  Instead,  the  package  and  name  plate 
are  shown  on  the  can  in  the  photograph. 

(c)  The  copy  is  set  like  regular  editorial  matter 
and  carries  the  author’s  name,  “Josephine 
Gibson.” 

Note  the  tiny  word  “Advertisement”  in  the 
lower  left-hand  corner  of  the  page.  This  shows 
that  the  publishers  of  Good  Housekeeping  realized 
that  this  page  looked  very  much  like  a  regular 
magazine  article. 
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HEINZ,  one  page,  four  colors,  Good  Housekeeping. 


The  broad  “ah’s”  of  Boston  greet 
Boston  Baked  Beans. . .  From 
the  land  of  the  bean  and  the  cod, 
comes  the  traditional  recipe  by  which 
the  Boston-style  beans  of  the  House  of 
Heinz  are  baked  and  sauced. 

As  every  good  New  England  trencher¬ 
man  will  tell  you  —  there  must  be  pork 
commingled  with  the  plump,  brown  beans 
—  sweet,  translucent  blocks  of  it  well- 
streaked  with  lean,  and  dark  molasses 

[AdtirtL-tmtnl] 


By  Josephine  Gibson 

flavoring  the  rich  Juices.  The  beans  must 
be  baked  —  really  baked  through  and 
through— in  hot,  dry  ovens. 

And  yet  you  can  serve  a  Baked  Bean 
Supper  any  time  you  “hone”  for  it — 
and  in  just  a  few  minutes,  too.  For 
beans-truly-Bostonian  are  now  one  of 
the  Heinz  famous  57  Varieties — the  bean 
in  the  yellow-label  tin. 


Just  heat  and  serve  them  in  individual 
crocks.  Heinz  brings  you  the  comely 
little  brown  pots  as  well  as  beans  to  fill 
them.  Write — Heinz  Boston-style  Baked 
Beans  at  the  top  of  your  list  today.  And 
ask  your  grocer  about  the  bean  pots. 

Besides  Boston-style  beans,  Heinz 
makes  three  other  delicious  kinds,  all  K 
oven-baked  (1)  with  pork  and  tomato  iVj  |ra 
sauce  (2)  in  tomato  sauce  without  pork 
(vegetarian)  and  (3)  red  kidney  beans. 
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The  Poster  Technique  That  H  as  Made  Millions  of  Customers 


BEST-READ  advertisement  in  a  recent  issue 
of  The  Saturday  Evening  Post. 

Here  are  the  elements  that  made  this  page  a 
winner: 

(T)  @  Timeliness.  The  headline  and  illustra¬ 
tion  are  tied  up  with  the  Texas  Centennial 
Exposition. 

@  The  illustration  is  full  of  action  and  shows 


people  in  costume,  and  it  appeared  in  the  maga¬ 
zine  in  bright  colors. 

(?)  The  copy  is  short.  In  general,  short  copy 
seems  to  increase  reading.  Whether  to  use  short 
or  long  copy  depends  on  the  product  and  on  the 
problem  involved.  Sometimes  long  copy  is  abso¬ 
lutely  necessary  in  order  to  sell  the  product 
properly. 


COCA-COLA,  one  page,  four  colors.  The  Saturday  Evening  Post. 
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The  pause  that  refreshes 
at  tke  Texas  Centennial 


Remember  the  Alamo”,  and  go!  In  making  its  Centennial 
celebration  a  great  attraction,  Texas  has  forgotten  noth¬ 
ing.  Coca-Cola  is  there,  of  course.  Distance  doesn’t  matter 
if  you  pause  now  and  then  ...  to  relax  . . .  and  get  the  feel 
of  wholesome  refreshment  with  Coca-Cola, —  ice-cold. 


A-COIA  BOTTLED  ON  THE  EXPOSITION  GROUNDS  AT  DALLAS 
.  .  .  IN  THE  VARIED  INDUSTRIES  BUILDING 


A  Trade  Paper  Advertisement  That  Brought  Traceable  Sales 


This  advertisement,  addressed  to  druggists, 
brought  an  unusual  number  of  returns  and 
orders. 

(T)  For  years  druggists  have  displayed  sponges 
which  have  been  produced  by  nature  in  the  form 
of  an  under-water  animal  growth.  Therefore, 
the  announcement  of  a  chemically  made  sponge 
is  real  news.  This  advertisement  takes  full 
advantage  of  the  important  news  angle  (a)  by 
putting  the  word  “News”  in  big  type,  and  (b) 
by  showing  a  large,  realistic  picture  of  the  prod¬ 
uct,  and  (c)  by  superimposing  these  elements  on 
a  section  of  newspaper.  Note  also  how  the  news 
angle  is  tied  up  with  the  profit  angle. 

@  This  copy  further  emphasizes  News  and 
Profits. 


(D  This  panel  effectively  presents  scientific 
facts  about  the  new  sponge. 

@  This  group  of  sketches  and  copy  shows 
clearly  that  the  product  has  many  popular  uses. 

(D  A  convenient  coupon  helps  to  increase 
response  from  readers  of  trade  papers  just  as  it 
does  in  the  case  of  readers  of  The  Saturday  Eve¬ 
ning  Post. 

(fi)  Note  the  name  “du  Pont”  in  the  signature; 
also  the  display  of  the  name  in  other  parts  of  the 
layout.  Tests  have  shown  that  emphasis  on  the 
name  “du  Pont”  increases  sales.  Probably  the 
reason  is  that  the  reader  knows  the  product  must 
be  okay  if  it  is  made  by  an  organization  so 
well  known. 


DU  PONT  CELLULOSE  SPONGE,  one  page,  black  and  white.  Drug  Topics. 
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MAIL  THIS  COUPON  TODAY 


For  the  bath  ...  a  •ofter,  extra 
capacity  aponee  that  floatt 


For  car  waahing  . .  .  will  stand 
up  under  the  rougbeat  kind  of 
use.  Never  scratches. 


For  window  washing  and  other 
house -cleaning  uses  ...  so  soft 
It  polishes  as  well  as  cleans  .  . . 
can  be  used  like  chamois. 


For  dishwashing . . .  stands  hot 
water  without  damage  .  .  .  can 
be  boiled  clean  after  each  use. 


j  E.  I.  DU  PONT  DE  NEMOURS  &  CO.,  INC. 

I  CELLULOSE  SPONGE  SALES 
I  EMPIRE  STATE  BUILDING,  NEW  YORK  CITY 


I  Pleaae  Mnd  full  information  regarding  the  du  Pont 
I  Ccltuloee  Sponge  and  the  name  and  addreas  of  the  near- 
I  eat  service  wholesaler. 


Packaged  in  dorens  in  this 
good  •  looking  display  box. 
Other  point-of-sale  display 
material  (for  window  and 
counter)  available  on  request. 


OoDd  Houtekf 
•  butliuic 


Using  Two  Continuity  Strips  on  the  Same  Page 


BEST-READ  color  advertisement  in  a  recent 
issue  of  McCall’s. 

(T)  This  headline  suggests  an  interesting  story 
plus  valuable  information. 

@  ®  The  continuity  strip  does  not  disappoint 
the  reader.  It  contains  exactly  what  the  headline 
promised — an  interesting  situation,  plus  informa¬ 
tion  regarding  the  washing  of  delicate  garments. 


@  This  second  headline  arouses  interest  be¬ 
cause  it  suggests  a  conflict  with  a  happy  ending. 

(?)  Note  that  this  second  continuity  strip 
(as  well  as  the  one  above)  follows  the  formula  of 
famous  writers  from  Shakespeare  down  to  Eugene 
O’Neill;  namely,  that  the  plot  must  contain  a 
conflict  in  order  to  hold  the  attention  of  the 
audience.  Consider  how  dull  these  continuities 
would  be  if  every  panel  simply  showed  two  people 
agreeing  that  Ivory  Soap  is  the  best  in  the  world. 
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.[VORY  SOAP,  one  page,  four  colors,  McCalVs. 


OH,  NO. I  JUST  LtT^  '  TAM  NOT  SILLY!  IF  YOU  COULD  H£AR 
BRID66T  DO  IT  WHEN  |  WHAT  THE  HEAD  OF  MY  UNDERWEAR 
SHE  WAS  HERE  CLEAN- 1  DEPARTMENT  SAYS  ABOUT  USING  j 
-  IN6. YOU'RE  SILLYA^WASHDAY  SOAP^^v— -\0N  FINE/ 
■'  FIAT. TO  WASH  things  I  SILK  THINGSY^'s^f"^ 

■  ' OUT  EVERY  Might  '  ~77  <.'l'  r 


WELL!- IF  YOU  COULD  SEETHE 
THINGS  THAT  COME  BACK  RUINED 
YOU'D  WHY  THE  STORE  ^ 

' - recommends 

i  A  '  J  IVORY  FLAK€S.  J 


PAT,  SINCE  YOU'RE  ] 
WORKING  IN  THAT  I, 
DEPARTMENT  STORE 
YOU’RE 

PANNING  BRIDGETS 
WASHDAY  SOAP.  / 


YES-AND  you  lazy  TWIN!  — 

YOU  SLEPT  ALL  afternoon!  DIO 
YOU  WASH  YOUR  GREEN  SILK  J' 
fORTHE  PICNIC~---r*iK 
TOMORROW  ?5P  ',g'  ‘T 


PAT,  YOU  MUST 
BE  DEAD  — 
WORKING  IN 
THAT  STORE 
ALL  SATURDAY- 


I  NEXT  MORNING 


CHECK  THIS  LIST.  THESE  THINGS 
SHOULD  NEVER  BE  PUT  IN  THE 
FAMILY  WASH.  YOU  WILL  SAVE 
MONEY  If  YOU  PROTECT  THEM 
WITH  PURE^  IVORY 
- w/'-,  FLAKES. 


YES.AND  MINE'S  BEEN  WASHED 
TEN  TIMES  WITH  IVORY  FLAKES. 
WHAT  DID  I  TELL  YOU  ABOUT 
BRIDGET'S  WASHDAY  SOAP 


(SOSH,  PAT.  YOUR  GREEN 
SILK  LOOKS  TEN  TIMES 
-T-,  NEWER  THAN  MINE. 


SILK  STOCKINGS 

SILK  UNDERWEAR 

FOUNDATION  GARMENTS 

FLANNELS 

SWEATERS 

BLANKETS 

ALL  BABY  CLOTHES 

GLOVES 

WASHABLE  SILK  PRINTS 


"If  a  soap  is  strong  enouj 
for  an  ordinary  family  waj 


It’s  too  strong  for  silks  and 
woolens,”  warn  department 
stores.  ”We  recommend  luke* 
warm  suds  of  Ivory  Flakes.” 


IVORY  FLAKES 


99,%li%PUR€-CHIFFON  CURLS  OF  IVORY  SOAP 


YOU  OlON'T'^Quarref  heated  bu  smooth  hands 


NO,  LOU.  HE  WANTS  A 
GIRL  TO  SHOW  HIS  RINGS. 
BET  A  MARRIED  WOMAN 
WITH  RED  ROUGH  HANDS 
DOESN'T  GET  THE  JOB. 


YOU  did!  YOU  PRACTICALLY 
SAID  MY  HANDS  LOOK  AWFUL 

HOW  CAN  I  HELP  IT  ? - 

WASHING  DISHES  EVERY  DAY  ! 


ISN'T  THAT 
A  FUNNY 
AD,  BOYD? 


DON'T  WEAR  THEM, 
LOu!  USE  PURE  IVORY 
SOAP— IT  KEEPS  YOUR 
HANDS  SMOOTH.  AND 
ACTUALLY  COSTS  LESS 
.JO  USE  THAN  STRONG 
J  PACKAGE  SOAPS  ! 


/HONEST?  DOES 
USING  IVORY 
r  COST  LESS-? 


YES-ACTUALLY 
LESS  THAN 
STRONG 
PACKAGE  SOAPS 


AN  ANNIVERSARY 
RING  FOR  DEAR 
SMOOTH  HANDS. 


BOYD,  DEAR,  YOU  OUGHT 
TO  BUY  A  SILVER  SOAP 

DISH  FOR  IVORY - 

BECAUSE  IVORY  DIO  IT  ! 


huck  for  your  hands — and pocketbook! 

Imaginel  Exquisitely  pure  Ivory  can  be  used 
every  time  you  wash  dishes — 
actually  costs  less  to  use  than 
the  laundry-type  of  package 
soaps.  Get  Ivory  in  the  Large 
Size  today  —  win  whiter, 
smoother  hands  in  a  week. 


IVORY  SOAP  99«/.oo->A 


'o  PURE 
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A  Time  to  Avoid  Tricks 


BEST-READ  color-page  advertisement  in  a 
recent  issue  of  Collier’s. 

There  are  times  when  the  best  way  to  get 
attention  is  to  avoid  clever  headlines  and  imagina¬ 
tive  illustrations  and  to  simply  display  your 
merchandise.  When  this  ad  ran,  the  Hickok  Com¬ 
pany  had  an  ideal  situation  for  a  straight  mer¬ 
chandise  advertisement  because:  (a)  they  had 
handsome  merchandise  to  display,  and  (b)  this 
advertisement  appeared  shortly  before  Christmas. 

0  Note  how  the  use  of  a  plain  dark  back¬ 
ground  shows  these  gifts  to  advantage.  Any 
trimmings,  gadgets,  or  other  illustrations  would 
have  wasted  valuable  space  and  detracted  from 
the  gifts  themselves. 


0  The  copy  is  full  of  facts  and,  even  more 
important,  it  contains  prices. 

An  ingenious  device  was  used  to  promote  easy 
reading.  The  artist  placed  a  yellow  circle  on 
Gift  Number  One  and  a  similar  yellow  circle 
alongside  Paragraph  Number  One,  which  de¬ 
scribes  that  gift.  He  placed  an  orange  circle  on 
Gift  Number  Two  and  an  orange  circle  alongside 
Paragraph  Number  Two.  The  copy  for  other 
gifts  was  identified  in  a  similar  manner. 

0  Another  reason  for  the  success  of  this 
advertisement  is  that  it  offers  a  novel  idea  in 
Christmas  gifts;  namely,  “2  gifts  in  1.”  For 
example,  the  “package”  which  contains  the 
leather  belt  in  the  lower  right-hand  corner  is  a 
Scottie  ash  tray. 
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HICKOK,  one  page,  four  colors.  Collier  s. 


His  Own  inilioli btack  on 
plotinwm-lone — individuoJire 
this  chain  tie  clip.  The  stnort,  mannish 
desi9n.  ond  the  patented  oitigalor 
grip,  assure  fines*  slyle,  perfect  ser¬ 
vice. .  -  $1  The  ottfoclive,  service- 
oble  collor  bar  ii  $)  Both  pieces. 
Hickok-Ploled,  gold  or  white,  in  rich 
■'wolnul"  cose  •  •  -  Jl 

fine  bridle  Cowhide,  bond 
boarded  groin — o  serviceoble 
belt  of  dislinclion,  Every  deloil  shows 
Hickok  excellence.  Block  or  brown. 
The  exclusive  new  H Ickok-Pla ted 
buckle  In  hommered  ond  engine- 
turned  design,  hos  3  iniliols,  block 
on  plolinvm  •  lone.  Complete  in  oil- 
purpose  boketite  cose  .  .  .  $2 

A  luxurious  Colfskin  bell, 
V  ^  in  shrunken  groin,  soddle 
stitched,  with  Cowhide  lining.  Hickok 
style,  finiih,  volue!  Disfinclive  sterling 
silver  buckle,  smorlty  initialed.  In 
moderne  block  bokelite  cose  with 
gloss  cover,  the  set  is  (3.50 


I  CorrecI  in  style,  this  Clear 

c,  Cryslol  dress  jewelry,  with 
smort  block  centers,  features  new 
Hickok  oirline  construction.  Cuff  links 
ond  studs  .  .  .  $5  Including  vesi 
buttons. ..$t  Inonunusuol  cose 
of  polished  black  bokelite. 

Other  distinctive  Hickok  Dress  Sets, 
oil  in  perfect  teste  . . .  from  $2  to 


•  Authentic  Grond  Chomp/on 
Scollie  lie  clip,  chain  style, 
with  exclusive  olligotor  grip.  Rich 
sculptured  effect^ Hickok  ■  Ploted  in 
geld  .  .  .  $2  Smart  Scotlie  cuff 

links  to  moich  . . .  $3.50  This  set, 
in  stunning  red  •  and  -  block  bokelite 
case  .  .  .  $5.50 

Other  smort  Grond  Chompion  dogs 
end  horses;  olso  foxes,  pheosonts. 
Scorf  pins  ond  lie  clips . .  ■  $2  Cuff 
linki...$3.50 

Custom-styled  initials  for  per- 
^  lonelily on  a  fine  Hickok 
tie  clip  with  the  potented  oHigofor 
Qrip...$l  Smort,  serviceoble 

collor  bor  .  .  .  SOe  Hickok-Ploled 
In  gold  Of  white,  The  2*pi*c*  **t,  in 
on  interesting  hommered  metol  osh 

trey...  $1.50 


Ik  Genuine  Horsehide  bridle 
BF  bell.  The  groin,  the  lining  ond 
lish  oil  express  quolity.  Hickok- 
oted  initiol  buckle  in  silver,  with 
siden  stripe.  Complete  In  omusing 
rw  Scollie  osh  troy  ...  $2 


Correctly  styled,  distinctive,  lastingly  useful,  every 
gift  marked  Hickok  is  sure  of  o  man’s  approval. 
He  knows  that  Hickok  means  excellence ..  .and  it 
reflects  your  good  toste.  He  will  appreciate  one 
of  the  lotest  finely  foshioned  belt  sets  — made 


many  styles  custom-initialed.  Hickok  Aef/onBAK 
broces,  too — in  smartest  new  colors  end  weaves 
—  ore  every  man’s  idea  of  comfort,  style  ond 
quolity.  The  permonently  useful  packages,  hand¬ 
somely  designed,  in  bokelite,  metol,  gloss  and 


SMART!  . 


FOR  A  MAN 


BELTS 

BUCKLES 

BRACES 

CARTERS 

JEWELRT 


distinctively  his  own  by  his  initial  on  the  buckle.  fine  woods,  enable  you  to  give  2  gifts  for  the 

Another  "sure-fire"  gift  is  fine  Hickok  jewelry  .. .  price  ofl!  MicteOK,  ROCHESTES.  N,  Y. 


HICKOK 


I 


I 
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An  Unusual  Record  for  a  Car  Ad 


BEST-READ  black-and-white  page  in  a 
recent  issue  of  The  Saturday  Evening  Post. 
In  general,  automobile  advertisements  have 
received  comparatively  low  rankings  on  reader- 
ship.  Factors  that  have  contributed  to  this  are: 
(a)  automobiles  are  not  bought  so  often  as  other 
advertised  articles;  (b)  many  automobile  adver¬ 
tisements  have  shown  a  monotonous  similarity. 

Here  are  elements  that  gained  readers  for  this 
advertisement: 

(T)  “Half  the  gas”  is  real  news  compared  with 
other  manufacturers’  claims  of  “less  gas.” 


(?)  The  car  is  good-looking  and  fairly  large.  It 
does  not  look  like  a  midget  car  or  a  freak  car  such 
as  one  might  expect  after  reading  the  headline 
“half  the  gas.” 

(3)  The  statement  “up  to  35  miles  per  gallon” 
helps  to  prove  the  claim  in  the  main  headline. 
The  reader  begins  to  think  “it  must  be  true.” 

(4)  The  low  price  of  $395  is  another  stopper. 
Never  before  has  the  reader  seen  a  car  as  large 
and  modern-looking  as  this  at  a  price  so  low. 
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WILLYS,  one  page,  black  and  white.  The  Saturday  Evening  Post. 


and  body 


I  IrrrV  tUv.  .Stirprisc  Car  of  the  Year, 
'I  ho  oar  lhal  hritigs  you  economy 
■-u  jifoat  lltal  it  can  travel  Ikicc  as 
far  «ni  a  ol  j'as  as  the  average 

ear  aiul  <iils  e'ory  other  item  ol 
motor  oar  cost  to  the  very  lonesl — 
llio  oar  that  is  so  eiovcriy  ilesigned 

that  it  (MMMidos  greater  -  than - 
-lamlard  r<*otii  on  ii  slaorlard-treaci 
ol»as*»i*‘  —  tin;  oar  uilii  tlic  safety  ot 
li)rg<-  loako-.  vide  foruler  lights, 
-afot^  gln-sall-anmnd.  lourr  center 
»>r  g^a^  it’-,  and  top  and  hotly  of  one 
•*'i!ifl  unit  tip  steel  —  the  car  that 
Itring**  voti  a  rieu  heaolv  and  greater 
flc  vihililv  irJ  flrh  ing. 

'I  hr  smart  Nc’v  W  ll!>s  is  rapidly 
-l<-aling  tifo  heart*  rif  Vrrierioa.  Ask 
(■ir  a  ride.  \\  Ill’—Ovorland  Mtilors, 
!n<-..  1  tdodo.  (Mii(». 


luggage 


Smo«'"-=' 


lou-'st  p' 


Why  Some  Ad  Men  Are  Highly  Paid 


BEST-READ  color-page  advertisement  in  a 
recent  issue  of  Collier’s. 

In  the  previously  discussed  Willys  Automobile 
advertisement,  the  copy  writer  had  the  advan¬ 
tage  of  startling  news,  such  as  “35  miles  per 
gallon,”  and  a  price  of  only  $395.  But  the  man 
who  prepared  this  page  was  in  the  situation  that 
most  ad  writers  are  in.  He  had  to  make  news. 

Most  low-priced  cars  are  about  alike.  Most 
cigarettes  are  identical.  Most  cakes  of  soap  have 
the  same  advantages.  Therefore,  the  news  and 
e.xcitement  about  these  products  have  to  come 
out  of  the  ad  man’s  head  rather  than  out  of  his 
client’s  factory.  This  is  why  ad  men  have  more 
nervous  breakdowns  and  larger  incomes  than 
factory  workers. 


(T)  This  advertisement  owes  its  attention  value 
to  its  unusualness.  The  illustration  is  different 
from  any  that  was  ever  used  before  to  illustrate 
an  automobile  advertisement. 

(D  The  headline  is  different  from  any  previous 
automobile  headline.  When  you  consider  the 
number  of  new  automobile  advertisements  that 
have  appeared  every  week  for  the  past  ten  years, 
you  can  realize  what  a  task  it  is  to  write  one  that: 
(a)  attracts  readers,  (b)  has  sales  value,  and  (c) 
is  entirely  different. 

®  ®  d)  Note  how  picture,  headline,  and  name 
plate  convey  a  quick  message  to  glancers. 
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PLYMOUTH,  one  page,  four  colors,  Collier's. 


®  Meet  Plymouth’s“Ladies’Man 


cause  his  sharp  eyes  and  careful, skilled  hands 
check  up  on  all  the  interior  details  of  new  Plymouth 
cars. . .those  details  which  feminine  eyes  will  be  the 
first  to  appreciate. 

As  each  big,  all-steel  body  is  completed, inspectors 
go  over  the  whole  new  Safety  Interior. 

The  handsome  instrument  panel. ..all  door-pulls 
and  window-lift  handles ...  designed  for  safety... 
are  inspected  not  only  for  looks,  but  for  smooth  oper¬ 
ation.  Every  inch  of  the  deep  upholstering  is  gone 
over...  “head-lining”.  ..curtains...  carpets. 

And  if  the  car  were  being  delivered  to  a  queen, 
this  final  inspection  could  not  be  more  critically 
careful.  That  is  why  your  new  Plymouth  is  not  only 
luxuriously  comfortable  but  beautiful,  too  . . .  and 


will  continue  to  stay  beautiful  for  a  long,  long  time. 

All  through  the  building  of  a  Plymouth  there  is 
equally  careful  workmanship. . .equally  searching 
inspection.  On  the  scientific  sound-proofing.  ..the 
rubber  body  mountings  and  airplane-type  shock- 
absorbers  that  keep  bumps  and  vibration  away 
from  you. .  .the  steering  mechanism  that  is  so  easy 
on  a  woman's  hands  and  arms. 

As  a  matter  of  fact,  every  one  of  Plymouth’s 
skilled  workers  is  really  a  “ladies’  man.”  Because 
they  build  into  Plymouth  cars  the  comfort,  safety 
and  va/ue... that  women  appreciate.  The  style  and 
beauty. .  .of  which  every  woman  is  proud. 

And  every  year,  more  and  more  women. .  .and  men 
...learn  that  it's  truly  a  great  car... built  to  last! 
Plymouth  Division  of  Chrysler  Corporation. 


EASY  TO  BUY 

Today,  you’ll  find  Plymouth 
is  priced  right  down  with  the 
lowest . .  .and  offers  convenient 
payment  terms.  You  can  buy 
a  beautiful,  big  new  Plymouth 
for  as  low  as  $25  a  month.The 
Commercial  Credit  Company 
has  made  available— to  Chrys¬ 
ler,  De  Soto  and  Dodge  dealers 
—terms  which  you  will  find 
fit  your  budget .  . .  and  make 
it  exceptionally  easy  to  pur¬ 
chase  .  .  .  and  enjoy  ...  a  new 
Plymouth  today. 


PLYMOUTH  BUILDS  GREAT  CARS 


Advice  to  Young  Ad  Men 


BEST-OBSERVED  color-page  advertisement 
in  a  recent  issue  of  The  Saturday  Evening 

Post. 

The  first  rule  that  a  young  advertising  man 
should  learn  is  that  News,  Self-interest,  Reason 
Why,  and  other  tested  appeals  are  the  best 
methods  for  getting  attention  and  selling  mer¬ 
chandise.  After  he  has  learned  this  rule  he  will 
discover  that  occasionally  a  good  advertisement 
can  be  prepared  whieh  seems  to  break  all  rules 
and  get  attention  because  it  is  fantastic.  The 
trouble  with  most  beginners  in  advertising  is  that 
too  many  of  their  ideas  are  fantastic.  They  want 
to  break  all  the  rules  all  the  time.  They  are  like 
the  musie  student  who  wants  to  play  Beethoven 


before  he  has  learned  how  to  play  the  scales. 

®  (D  ®  This  combination  of  headline,  illus¬ 
tration,  and  package  has  action,  novelty,  and 
good  humor.  The  situation  acts  as  a  stopper  and 
thus  gives  the  other  elements  on  the  page  an 
opportunity  to  get  attention. 

®  ®  These  elements  carry  the  usual  cigarette 
sales  talk  “smooth  blend,”  etc. — plu-  a  powerful 
additional  argument  in  the  form  of  valuable 
free  coupons  which  can  be  exchanged  for  hand¬ 
some  gifts.  These  gifts  are  especially  appropriate, 
since  this  advertisement  appeared  about  two 
weeks  before  Christmas. 
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RALEIGH,  one  page,  four  colors.  The  Saturday  Evening  Post. 


NOW  DOWN  TO  POPULAR  PRICES  •  USE  S&W  COUPONS  FOR  CHRISTMAS  CIHS 


RALEIGHS 


They  re  now  priced  down  to  other  popular  Dranos — nui  see  now 
much  more  Raleighs  offer!  A  smooth  blend  of  distinctive  Turk¬ 
ish-Domestic  tobaccos.  Plain — or  cork  tips,  if  you  prefer  their 
tailored  firmness.  And  with  each  pack  of  Raleighs  you  get  a  cou¬ 
pon  good  for  handsome  premiums.  (Offer  good  U.  S.  A.  only.) 
After  a  pack  of  ordinary  cigarettes  you’ve  nothing  left  but  a 
wrapper.  But  finish  off  your  pack  of  fine  Raleighs  and  there  s 
still  that  valuable  R  &  W  coupon  good  for  premiums  that  make 
stunning  gifts.  Get  a  pack  of  Raleighs  today  .  .  .  smoke  a  better 
cigarette!  Start  saving  coupons  and  see  how  fast  they  mount! 
Brown &WilliamsonTobaccoCorp.,  P.O.  Box  599,  Louisville,  Ky. 


KODL  CIGARETTES 
ALSO  CARRY 
B  &  W  COUPONS 


FREE  BOOKLET.  Vriie  tod*r  for  » 
booklet  "Buutifol  Premiumr.'* 
New  editioo  No.  12.  HuidtoBielj  illae* 
tntml.  Detcribet  til  B  A:  V  prraiaoK. 


COCKTAIL  SET.  Cbwe  Chroaiinm 
tbtkrr.  black  entnirt  risga.  300  con* 
pool.  (  cupa,  17S  coupooa.  Trajr,  200. 
Complete  »et . 6S0  coupona. 


ONEIDA  Cocninunit)'  Par  Plate  Sil> 
verwarr.  26  piecea  with  cbeat  (aerrice 
for  aix).  800  eoupoo*.  TPiibottl  cbeaa, 
650.  Additional  piece*  obtaiaabie. 


PkNTHOlSE  TABLE.  Beautiful 
.MVC  ii.nai  labie.  1?X'  l>if;b.  V- 
matched  walnut  border.  Centrr  of 
pencil  alrijir  oiahoeanr.  375  cnupon*. 


..■4>  Kwii.b.l  a* 
0  |{■phU•U. 
Eaaau.fw-I  .  . 


JACK  PEABl  BARON  MUENCHAU5ENI  IN  A  BRAND-NEW  SHOW  COAST-IO-CO  AST  NBC  BLUE  NETWORK.  EVERT  MONDAY  »:J0  TO  10  R.  M..  E.  S.  T. 


Something  That  Americans  Love 


BEST-READ  advertisement  in  a  recent  issue 
of  Collier's. 

(i)  The  principal  stopper  here  is  the  illustra¬ 
tion.  Pictures  of  airplanesi  streamlined  trains, 
new  ocean  liners,  etc.,  almost  always  have  high 
attention  value  because  they  combine  two  vital 
human  interests:  (a)  interest  in  scientific  progress, 
and  (b)  interest  in  travel. 

@  This  is  a  news  headline  and  as  such  com¬ 
mands  more  attention  than  average  headlines. 


d)  The  American  people  love  superlatives — ■ 
the  biggest,  the  fastest,  the  tallest,  the  oldest, 
and  newest.  Note  that  this  subhead  is  written  so  as 
to  contain  a  superlative.  If  you  were  an  ad  writer 
for  a  competing  air  line,  you  would  have  to  develop 
a  different  superlative  such  as,  “the  largest  air  fleet  ” 
or  “the  most  luxurious"  or  “the  most  popular”  or, 
if  all  else  failed,  “the  viost  unique  air  fleet !” 

(4)  The  copy  is  informative,  newsy,  telegraphic 
in  style.  It  contains  about  three  times  as  many 
facts  per  paragraph  as  average  copy. 
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UNITED  AIR  LINES,  one  page,  black  and  white.  Collier’s. 


© - 

Today’s  triumph  in  air  travel! 

The  fastest  deluxe  air  transport 
fleet  in  the  world! 


nnHEv’RE  the  BIG  NEWS  of  1937  in  air 
X  transportation!  United’s  $3,000,000 
fleet  of  giant  new  Mainliners!  Built  for 
United  Air  Lines  by  Douglas,  these  new 
Mainliners  rank  as  the  most  powerful  pas¬ 
senger  landplanes  in  the  United  States  and 
set  a  new  standard  of  luxury,  service,  speed- 
United’s  Mainliners  are  now  going  into 
service  .  .  .  21-passengcr  day  planes  are 
already  flying  2^our  non-stop  San  Fran- 
cisco-Los  Angeles  schedules.  Deluxe  lounge- 
type  Mainliners  offer  a  3  hour  55  minute 
non-stop  Chicago-New  York  flight;  and  a 
faster,  finer  coast-to-coast  service  will 
shortly  be  flown  with  these  ultra-modern 
transports.  New  1937-type  sleepers  also  will 
soon  fly  overnight  coast-to-coast. 

Picture  the  luxury  of  these  190-mile-an- 
hour  ikylounge  Mainliners!  In  a  cabin  de¬ 
signed  for  21  seats  are  14  deep-cushioned, 
full-swivel  chairs,  custom  upholstered  in 
rich  fabric.You  ride  in  the  quiet  atmosphere 
of  a  beautifully-appointed  club  lounge! 

Thus,  United’s  1937  equipment  program 
establishes  an  unprecedented  range  of  luxu¬ 
rious  travel  facilities,  and  provides  the 
greatest  choice  of  service  ever  offered  by 
any  airline:  Twenty-eight  deluxe  Main- 
liners  by  Douglas  for  faster,  long-distance 
service  at  peak  trafiic  periods;  equally  fast 
lO-passenger  Boeings  for  United  s  frequent, 
convenient  inter-city  schedules. 

And  remember  this:  Back  of  every  flight 
is  United’s  100  million  miles  of  expencncc. 

■k  racTi  AtouT  UNirfO’s  mainliners  * 
HIO-H  SREEO — 212  m.  p.h.  Cruises  190  m.p.  h.,  1500 
miles  without  refueling. 

SIZE — Wing  span,  95  ft.;  length,  64>^  ft.;  weight,  12 
tons  fully  loaded. 

CitEW — Three  pilots — 2  veteran  pilots  and  latest  type 
automatic  pilot.  Stewardess. 

POWER  PLANT— Two  1150  h.p.  14-cylinder  WASPS. 
Can  climb  9,000  ft.  and  sustain  flight  on  one  engine. 
SPECIAL  PASSENOER  PEATURES— Air  in  cabin 
changed  every  minute.  70®  In  cabin  when  temperature 
outside  is  20®  below.  Quieter  than  a  Pullman. 
FLYING  AIDS — Multiple  radio  facilities,  constant 
speed  propellers,  automatic  mixture  control,  de-icers- 


t  ..pf  X'Kt  l.\  limii-fl  Air  t-iiic.  Tran -port  Coniofotioo 


*THE  SKYLOUNGE  MAlNUNER-14  dtep- 
cushioncil,  swivel  chairs  in  a  cabin  as 
I  irjic  as  that  of  the  21-p.'issenger  clay 
pl  ine!  Unusual  visibility  .  .  .  deluxe 
app'Mntrncnts!  Individual  tables.  Real 
•  il'i.r,  china,  linen.  Complimentary 
iiRals,  more  de'icious  than  ever! 

»  hknf  miyVuited/lir  Lirtfs  Office, or  at 
"  »  Travel  Burenu^Jor  reservations  or 
rature.  Plan  that  next  coasUo-coast 
furr»-f//v  trip  Via  United. 


UNITED  AIR  LINES 

FASTEST.  SHORTEST  BETWEEN  THE  EAST  AND  MOST  PACIFIC  COAST  CITIES 
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H  ow  to  Put  Stopping  Power  into  Pictures 


BEST-OBSERVED  color-page  advertisement 
in  a  recent  issue  of  The  Saturday  Evening 

Post. 

@  This  picture  has  several  important  qualities : 

(a)  It  tells  a  story. 

(b)  It  is  unusual. 

(c)  Its  message  is  instantaneous. 


(d)  It  contains  the  basic  element  of  drama; 
namely,  conflict.  (In  this  case  it  is  the 
amusing  conflict  between  driver  and  nurse.) 

(e)  It  portrays  a  common  experience — a  situa¬ 
tion  which  nearly  everyone  has  experi¬ 
enced  as  driver,  pedestrian,  or  onlooker. 

®  @  @  Note  how  the  combination  of  picture, 
headline,  and  name  plate  conveys  a  quick  sales 
message,  regardless  of  whether  you  read  the  copy. 


150 


SUPER-SHELL  GASOLINE,  one  page,  four  colors.  The  Saturday  Evening  Post. 


II 


( 

4An>  PKIVIMG- 
IS  TOUdH  ON  6AS- 


» unless  your  qasoline  is  especially  made  forit  •• 


You  avcrago  .‘SO  slops  a  day  .  .  .  shift  gears  60  times 
a  day.  Accelerating  in  “high”  can  use  up  60%  more 
gasoline  than  running  steadily  at  30  miles  an  hour. 

For  economy  in  today’s  “stop-and-go”  driving,  your 
gasoline  needs  3  kinds  of  power— just  as  your  car  needs 
3  shifts  of  gears.  One  power  for  qidck  starting,  one  for 
fast  picknp  and  hill  climbing,  one  for  steady  running.- 
Super-Shell  combines  these  3  different  kinds  of  power 
in  one  fuel— the truly  balanced  gasoline. 


When  Not  to  Use  a  Photograph 


BEST-OBSERVED  color-page  advertisement 
in  a  recent  issue  of  Good  Housekeeping. 

(T)  This  is  one  of  those  illustrations  which 
break  ordinary  rules  and  yet  obtain  an  extraordi¬ 
nary  effect.  Rule  Number  One:  Photographs  get 
more  attention  than  other  illustrations.  But  in 
this  case  the  use  of  an  oil  painting  with  beautiful 
tones  of  green  and  yellow  is  more  effective  than 
a  photo  would  be.  Rule  Number  Two:  Use  pic¬ 


tures  of  people.  However,  in  this  picture,  the 
introduction  of  a  farmhand  or  even  a  beautiful 
milkmaid  would  have  reduced  the  desired  effect. 

©  The  use  of  the  large  illustration  did  not 
leave  much  space  for  copy.  Nevertheless,  all  the 
usual  elements  of  a  Campbell’s  Soup  advertise¬ 
ment  have  been  retained  by  compressing  the 
headline,  the  copy,  and  the  sub-illustrations  into 
smaller  space. 
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CAMPBELL’S  SOUPS,  one  page,  four  colors.  Good  Housekeeping. 


r 


SUGGESTING  HOW  MUSHROOMY  AND  CREAMY 


IS  CAMPBELL 


S  CREAM^ MUSHROOM  SOUP 


With  atam  so  thick 

'TwiU  hardly  pour 
And  mushrooms  Jresh  — 
Who  asks  joT  more  ? 


O'  H  .. .  OH  ..  .What  G  that 
teasing,  tantalizing  aroma 
coming  lip-toe  through  the 
kitchen  door?. .  .So  savory  and 
sly  it  sets  you  swallowing, 
just  in  hopes  . . . 

Here  come  brimming  steam¬ 
ing  cups ! .  . .  Look  at  that  rich 
creamy  color  : . .  saying  to  you 
“Come  and  get  me!”  And 
mushrooms! — Whole  big- 
hearted  slices  of  them  to  lure 
you  on! 

Don’t  wait  for  it  to  cool  .  .  . 
Blow  on  a  spoonful  and  taste. 
Mmm  —  mmm!  What  cream 
of  mushroom  soup  is  this  ?  . . . 
Campbell's? .. .  It  tastes  even 
better  than  Campbell’s  did  last 


time  . .  .  better  than  any  cream 
of  mushroom  that  ever  was! 
They’ve  done  something  to  it ! . . . 
Made  it  more“musliroomy”. . . 
and  creamier . . .  and  so  smooth  ! 

Now,  another  spoonful . . . 
and  savoring  its  crcamincss, 
sampling  its  melting  tender 
mushroom  morsels . . .  eyes  shut  / 
Picture  a  pasture  somewhere, 
green  with  June  sunshine 
and  wet  with  morning  dew. 
A  milking  pail  glowing  with 
gcjlden  cream  —  rich,  fresh, 
country-style  cream! .  . .  And 
shoving  up  through  the  grass 
around,  mushrooms.,  plump, 
fresh  as  the  June  morning . . . 


Now!  That's  what  this  new, 
even  finer  Campbell’s  Cream 
of  Mushroom  tastes  like  I . . . 

Say,  when  will  we  have  a 
party?  When’s  the  first  excuse 
for  having  this  grand  new 
Campbell’s  Cream  of  Mush¬ 
room  again  ?  . .  .Well,  all  right 
...  for  a  family  treat  then  .  .  . 
Soon!  Let’s  get  several  cam 
and  have  them  on  hand  . . . 
Because  honestly  it’s  grand  — 
this  new  Campbell’s  Cream 
of  Mushroom ! 

N  IS  W  !  Better  than  ever  ! 
Jffore  Hpecinllrculti rated 
ma^hrooniH  —  and  more 
deable- thick  cream  T  ^ 


Look  pok  the 
ReO.AHD.WHITe 
Label 


1 
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Putting  Full-page  Punch  into  a  Half  Page 


BEST-OBSERVED  advertisement  in  a  recent 
issue  of  Collier’s. 

After  you  have  looked  at  a  number  of  reports 
on  observation  and  reading,  you  can  begin  to 
guess  which  advertisements  will  stand  high  on 
observation  and  which  will  stand  high  on  reading. 

®  @  ®  This  advertisement  with  its  simple 
elements — short  headline,  big  picture,  big  name 


plate — is  obviously  the  type  of  layout  which 
ranks  high  on  observation.  The  chief  lesson 
here  is  that  a  big  smiling  face  looking  directly 
at  you  has  always  been  and  probably  always 
will  be  one  of  the  best  stoppers  in  the  ad  man’s 
tool  kit.  But  this  picture  is  more  than  a  stopper. 
Note  how,  in  connection  with  the  line  “Clean 
inside  too,”  it  quickly  demonstrates  the  advan¬ 
tage  of  a  Tek  Tooth  Brush. 
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TEK  TOOTH  BRUSH,  one-half  page,  black  and  white,  Coliier's. 


How  to  Arouse  Curiosity 


BEST-READ  color-page  advertisement  in  a 
recent  issue  of  Collier’s. 

People  buy  magazines  to  read  stories.  There¬ 
fore,  as  mentioned  before,  if  an  ad  man  can  tell 
a  story,  he  will  attract  thousands  of  readers. 

®  This  headline  arouses  curiosity  regarding  a 
hiss  of  doom  and  forces  you  to  read  further 
in  order  to  learn  what  caused  the  hiss. 

@  The  subhead  further  intensifies  your  curi¬ 
osity  but  conceals  the  cause  of  the  “  hiss  of  doom.” 
You  are  forced  to  read  further. 


®  The  dramatic  illustration  adds  to  the 
general  excitement  and  gives  the  first  clue  as  to 
the  cause  of  the  hissing  sound.  The  presence 
of  the  gas  jet  in  the  wall  suggests  an  accident  that 
might  happen  to  anyone.  Therefore,  in  addition 
to  curiosity,  the  instinct  of  self-preservation  is 
brought  into  play.  You  want  to  learn  how  this 
accident  occurred  so  that  you  can  avoid  it 
yourself. 

®  The  copy  does  not  disappoint  the  reader. 
It  is  an  exciting  true  story.  And  it  leads  into  a 
powerful  sales  talk  for  Eveready  Batteries. 
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E\EREADY  BATTERIES,  one  page,  two  colors.  Collier's. 


Once  more  the 
DATE-LINE 


a  match,  and  just  happened  to  feci  Bart's  flash¬ 
light,  which  he  always  carries  in  the  car.  When 
I  switched  on  the  flashlight  I  saw  what  had  hap- 
.  pcned;  a  leg  of  the  bed  had 

^  .  opened  the  gas-cock  at  the 

baseboard  as  we  dragged  the 
tlwB  away  from  the  wall.  The 

'TdjjjH  room  was  full  of 


is  a  LIFE-LINE 


lorers  ai 


‘A5.CARROWC 


gas.  I  shudder 
to  think  what  would  have 
happened  if  I  had  struck  that 
match !  Now  I  am  always  the 
one  to  see  that  the  flashlight  is 
brought  out  of  the  car  along 
with  the  luggage — and  that 
the  batteries  are  fresh. 

“You  never  know  when — “ 


[after  reading  those 

I  EVEREADYADS  I  WOULDN'T 
j  THINK  OF  BUYING  ANY 
'  OTHER  KINO  OF  BATTERIES 
]  MR  JOHNSON  .  .  . 

BUT  JUST  WHY  ARE  FRESH 
I  BATTERIES  BETTER? 


Very  truly  yours, 


ONLY  A  FRESH  BATTERY  CAN  ' 
GIVE  FULL.OEPENOABLE  LONG 
LIFE. BECAUSE  THE  WET  MIX 
THAT  MAKES  A  BATTERY  WORK 
DRIES  OUT  GRADUALLY  AS  THE 
BATTERY  GOES  STALE  ON  A 
DEALERS  SHELF.  THAT  DATE-LINE 
REALLY  MEANS  SOMETHING! 


*‘We  don  I  make  them  up.  All  our  advertisements  of  this 
kind  are  based  upon  actual  experiences  of  actual  people. 
They  reach  us  in  letters  from  all  over  the  country.  Many 
appear  in  the  news — your  own  ncwsj>aper  frequently 
carries  news  items  telling  how  flashlights  have  saved  lives, 
averted  accidents,  saved  property.  We  get  our  advertise¬ 
ments  from  the  Same  sources  the  newspapers  use — the 
people  themselves  who  have  been  in  these  tight  spots. 


Building  a  Following  of  Readers 


BEST-OBSERVED  and  second-best-read 
black-and-wUte  advertisement  in  a  recent 
issue  of  The  Saturday  Evening  Post. 

(T)  This  picture  secured  attention  because  of 
its  unusualness.  It  is  one  of  those  illustrations 
about  which  it  can  be  said  that,  “Probably  noth¬ 
ing  like  this  ever  appeared  in  an  advertisement 
before.” 

@  This  headline  prompted  a  reading  of  the 


copy  because  of  its  appeal  to  self-interest. 

@  The  copy,  from  beginning  to  end:  (a)  is 
interesting,  and  (b)  contains  facts  everyone 
should  know. 

(T)  This  name  plate  stimulates  reading,  because 
people  are  learning  from  experience  that,  just 
as  in  the  case  of  Metropolitan  Life,  Parke, 
Davis  &  Company  print  messages  that  are 
worth  reading. 
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PARKE,  D.A\IS  &  COMP.\NY,  one  page,  black  and  white,  The  Saturday  Evening  Post. 


WHKiHINCj  only  8  to  12  ouikx's,  that 
heart  of  yours  must  each  day  do  an 
nniMiiiu  of  work  equivalent  to  lifting  a  man 
of  150  poumls  onc-and-a-quarter  times  the 
height  of  the  Empire  State  Building! 

It  (.an  never  rest.  On  and  on  it  must  beat 
72  nines  each  minute,  4320  times  each  hour, 
j/^S4Jy200  times  each  year. 

Its  Herevilean  job  is  made  stilt  more  diffi¬ 
cult  by  the  strain  and  accelerated  pace  of 
modern  life.  This,  perhaps,  is  one  of  the  rea¬ 
sons  heart  disease  is  increasing.  Today,  it 
leads  .'ll!  other  causes  of  death— person 
in  r/V,  (il/oi'C  the  age  oj  40,  dies  oj  heart  disease 


That  is  an  alarming  figure.  It  makes  the 
thoughtful  person  wonder,  “What  about  niy 
heart?”  And  the  only  person  who  can 


answer  that  question  for  you  is  your  doctor. 

The  answer  most  people  get  is  one  that 
takes  a  load  off  their  minds— “There  isn’t 
anything  wrong.”  But  if  something  should 
he  wrong,  your  greatest  security  lies  in  know¬ 
ing  about  it  promptly.  For  the  heart  has 
remarkable  properties  of  recuperation.  It  re¬ 
sponds  to  treatment,  if  started  in  time,  better 
than  most  organs  in  the  body»  Even  people 
with  badly  crippled  hearts  often  live  happy, 
active  lives  after  they  have  been  taught  what 
precautions  they  should  observe. 

Today  physicians  know  more  about  the 
ills  of  the  heart  and  ways  of  the  heart  than 
ever  before.  They  are  better  equipped  than 
ever  before  to  treat  and  control  heart  disease 
—  and  to  guard  against  it  as  well. 


Shortness  of  breath  — fluttering  of  the 
heart  —  numbness  of  the  extremities  — these 
are  among  the  symptoms  that  suggest  an 
immediate  trip  to  the  doctor’s.  But  even  with¬ 
out  warning  symptoms,  many  a  wise  man 
sees  his  doctor  at  regular  intervals  — far  less 
“servicing”  than  he  gives  his  car  yet,  obvi¬ 
ously,  infinitely  more  important! 


Copyrtrhc  )93r. — PurtK*.  Dt.vic  A  Compuny 


DETROIT,  MICHIGAN 

The  World's  Largest  Makers  0/ 
Pharmaceutical  and  Biological  Products 
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Turning  Glancers  into  Readers 


BEST-OBSERVED  and  best-read  half-page 
advertisement  in  a  recent  issue  of  Collier’s. 

@  This  headline  is  a  stopper  because  it  sounds 
strange  to  have  someone  call  a  toothache  a 
lucky  break.  Also  the  balloon  technique,  plus 
the  dark  background  behind  the  balloon,  makes 
the  headline  stand  out. 

(2)  This  picture  gets  attention  because  the 
smile  is  a  little  surprising.  You  don’t  expect  a 
man  to  smile  when  he  is  talking  about  a  tooth¬ 
ache.  In  fact,  this  cheerful  attitude  toward  pain 


is  not  only  curiosity-arousing,  but  it  makes  the 
reader  think  that  there  may  be  valuable  informa¬ 
tion  in  this  advertisement. 

(?)  This  comic  strip  technique  (usually  called 
“continuity  strip’’  when  humor  is  not  involved) 
is  the  same  technique  which  has  shown  high 
readership  on  many  occasions. 

(4)  Note  this  space-saving  device.  The  adver¬ 
tiser  shows  his  package  and  his  name  at  the  same 
time.  No  formal  name  plate  is  needed. 


KiO 


COLGATE’S  DENT.4L  CRE.AM,  one-half  page,  black  and  white,  Collier’s. 


WHAT  A  LUCKY 
BR€AKT«AtJ^ 
TOOTHACHE  WASr 


AND  TO  TOP  IT  ALL,  THIS 
TOOTH  BEGAN  TO  ACHE. 
SO  I  WENT  TO  THE  DENTIS 
.  HE  PULLED  THE  TOOTH 
I  AND  THEN  SAID... 


YES,  PHIL,  I  LOVE 
YOU,  BUT  I  WON'T 
MARRY  YOU  . 


BROWN,  DO  YOU  KNOW  THAT  MOST 
BAD  BREATH  COMES  FROM  DECAYING 
FOOD  DEPOSITS  IN  HIDDEN  CREVICES 
between  improperly  CLEANED  # 
TEETH?  THAT^  WHY  I  ADVISE  J 
COLGATE  DENTAL  CREAM.  ITS 
special  PENETRATING  FOAM  REMOVES 
THESE  ODOR-BREEDING  DEPOSITS 


I  HAVE  MY  JOB  BACK... 
HELEN'S  CHANGED  HER  MIND... 
AND  I'M  THE  HAPPIEST  MAN  ALIVE! 


Giant  Size,  ove 
twice  a*  much, 


Borrowing  a  Technique  from  a  Nursery  Book 


BEST-OBSERVED  and  best-read  advertise¬ 
ment  in  a  recent  issue  of  Collier’s. 

Here  are  the  qualities  that  made  this  page  a 
winner: 

(a)  It  is  unusual. 

(b)  It  doesn’t  look  like  an  ad. 

(c)  It  is  amusing. 


(d)  It  shows  pictures  of  animals. 

(e)  It  employs  a  nursery  rhyme  technique 
that  is  easy  to  read. 

(f)  The  copy  is  short. 

Other  advertisements  in  this  animal-and-rhyme 
series  for  Golden  Shell  have  also  ranked  high  on 
observation  and  reading. 


GOLDEN  SHELL  OIL,  one  page,  black  and  white.  Collier’s. 


\_jr  is  for  ’Gator — 

His  manners  are  rough 
Do  not  disturb  him 

He’s  apt  to  get  Touah! 


is  for  Rabbit— he’s  shy,  but  he’s  Fast 
Don't  try  to  catch  him— you’ll  sure  come  in  last! 


Now  mix  them  both  up 
x4nd  mix  them  up  well 
And  there,  sir,  you  have 
The  New  Golden  Shell  I 

y  Like  two  oils  in  one 

It’s  Tough  and  it’s  Fast 
It  Cuts  Starting  Wear 
And  how  it  does  last! 


g  causes  More  Lngine  Wear  than  all  the  running... 
m  Shell  Motor  Oil  is  Fast-Flowing  to  reduce  this  wear, 
Tough  so  it  stands  the  heat  of  steady  driving 


The  New  Motor  Oil 
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Thousands  Read  This  Feature  Regularly 


BEST-READ  advertisement  in  a  recent  issue 
of  The  Saturday  Evening  Post. 

Most  comic  strip  ads  are  isolated  stories. 
One  tells  the  adventures  of  Joe  Smith,  another 
the  adventures  of  Susie  Brown,  and  so  on. 
However,  the  makers  of  Prince  Albert  Pipe 
Tobacco  have  for  some  time  been  running  a 
series  of  strips  about  “01’  Judge  Robbins,” 
the  pipe  collector,  and  again  and  again  these 
advertisements  have  been  the  best-read  in  the 
magazines  in  which  they  appeared.  This  indicates 
that  it  is  possible  for  an  advertiser  to  huild  up 
a  loyal  following  just  as  a  Sunday  comic  strip 


or  a  weekly  radio  program  builds  a  following. 
In  order  to  promote  a  situation  of  this  kind,  it  is 
necessary  to  do  two  things,  as  follows: 

(T)  Use  an  identifying  title  which  always 
remains  the  same  in  each  advertisement. 

d)  Always  give  your  readers  an  interesting 
story.  Never  let  them  down  by  giving  them  all 
sales  talk  and  no  story.  In  this  way,  you  will  not 
only  retain  your  old  readers,  but  you^  will  con¬ 
tinually  increase  your  following. 


PRINCE  .\LBERT  TOB.-VCCO,  one-half  page,  black  and  white,  The  Saturday  Evening  Post. 
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SMCHCIMS  A  M 
fajrly  recent  ^ 

INNOVATION  THEPe. 
let  me  fill  MV 
PIPE  AND  I'Ll- 
TELL  YOU  ABOUT )  , 


CAPTAIN  COOK, THE  eXPuORER,  WASTME  RRST 
^EUROPEAN  TO  OSCOVER  MANY  OF  TWB  ISLANDS. 
f^NATURALlY  THE  BRITISH  SEA^M  CA^lEO 
PIPES  XnO  tobacco 
^  ASHOPE  _  ^  _  Aj 


/no  COO-EBV 
than  TWIS  pipe 

'  IM  SMOkTINGri 
'-I  NOW  ; — f 


’  PRINCE  ' 
ALBERit  wy 
TOBACCO.  IT 
iTIOBNy  BITE 


BEINS-  ,1 
'CRIWPCUr 
RA.  GIVES  ME 
A  COOLER, 
MlLPERSMOKEl 


you  CAN'P 
BEAT  PRINCE 
ALBERT 
R3R  TASTV 
^  smokin' 


Mr  TONGUE 

■  ■  ■> 


POLYNESIAN  PIPE 


1^  SEEN  WP€S  TO<^]  frankly;  THE 
ALL  RARTS  OF  TWE  x<l  SOUTH  SEAS 
VvOPLD,  700QE,  BUT 
NONE  FROM  THE 
POLYNESIAN  SOlTTH 
SEA  ISLAND  GROUPS 


are  a  POOR 
HUNTINQ  srojno 
FOR  A  PIPE 

COLL6CKR 


PRINCE  ALBERT? 
SA^j  DO  YOU 
MIND  IF  I 
TP?Y  IT? 


THE  NATIVES  j 
TRIED  SMOKING-1 
LIKED  IT  —  AND  ] 
TODAY  MAKE  A  ' 
RATHER  CURIOUS  | 
PIPE  ALL  THEIR  OVA4 


here  it  1S  —a  south  SEA  PiPE 
made  from  a  sea -SHELL.  IT 

MAKES  A  SURPRISINGLY 
CtOOL  SMOKE 


IT  ALVJAVS  SMOKED  HOT  BEFORE,  BUT 
SHTH  PtelNCe  ALBERT  EVERY  PUFF 
IS  AS  GENTLE  AS  A  SUMMER  BREEZE 

,  OF  COURSE.'  YOU  KNOW,  PA.  fS 
OlFFERENT.  ITS  CUT  SaeNT»F»CAX.LY  ^ 

1  ano  burns  slower  in  the  r — 

AND  SMOKES  CDOl 
THE  MOUTH  I 


do.',  sod  i' 7“L  .he  pock., 
.coo  yoo  .v.r  in  it  to  u.  ». 

with  d>.  «“  '^nth  from  thi.  (iow.  •“* 
time  within  «  price,  pin*  po«.««'- 

will  refunil Tpb.cco  Compoor. 

p.«0  R-  J-  - 

nston-Sal.oi,  N- C. 


/V\EN,TAK€UPRA.'S 
'GLT-ACQOAINTeD' 
OfFER.  /■ 


pipefuls  of  fragrant  to¬ 
bacco  in  every  2-or. 
tin  of  Prince  Albert 


I 
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Using  Advertising  to  Solicit  Contributions 


BEST-READ  advertisement  in  a  recent  issue 
of  Collier’s. 

Newspaper  men,  artists,  and  writers  have 
discovered  that  people  are  interested  in  people. 
Probably  one  reason  is  that  when  you  read 
about  another  individual  in  a  human-interest 
situation,  no  matter  whether  he  is  a  big  shot  or  a 
(lown-and-outer — a  President  being  inaugurated 
or  a  murderer  being  electrocuted — you  say  to 
yourself,  “It  might  have  been  me!” 

(T)  These  photographs  all  show  human  beings 
in  human-interest  situations.  They  are  as  absorb¬ 


ing  as  the  editorial  material  which  the  reader 
pays  for  when  he  buys  a  magazine.  Note  that  the 
pictures  are  not  square  and  static  but  are  cut 
into  odd  shapes.  This  adds  action  and  eye 
appeal. 

(2)  (4)  The  headline  and  the  name  plate 
convey  a  quick  message  to  glancers  and  at  the 
same  time  make  clear  that  this  is  not  an  ordinary 
advertisement  but  something  unusual. 

@  The  first  few  sentences  of  this  copy  tell 
you  that  this  is  not  just  the  average  sales  talk. 


COMMUNITY  CHEST,  one  page,  black  and  white.  Collier’s. 


devoted  to  first-hand  neighborly  contact 
with  those  in  need. 

These  needs  have  grown.  While  the 
demands  upon  neighborhood  agencies  are 
greater  than  in  1929,  their  income  has 
been  decreased.  Health  and  character¬ 
building  programs,  their  true  function, 
have  been  impaired. 

The  money  you  contribute  will  send 
a  visiting  nurse  up  tenement  stairs,  equip 
a  playground  to  weed  out  crime  and  help 
character  to  flower,  find  a  good  home  for 
a  homeless  child,  assist  a  shattered  family 
in  getting  a  new  start.  Help  them  to  hold 
on  to  hope.  Give  with  a  generous  hand. 


Hope  sustains  self-respect.  Yet  as  you 
read  this,  millions  of  men  and  women 
are  touching  elbows  with  despair,  nearly 
crushed  by  continual  drain  on  courage 
.and  spirit. 

I  Government  relief  aims  to  prevent 
^starvation  an'd  provide  shelter.  This 
meets  basic  human  want.  But  other  hu¬ 
man  needs — hunger  that  asks  for  more 
food — are  fully  as  important! 

Pictured  above  are  some  of  the  hope¬ 
ful,  human  dramas  made  real  by  your 
local  welfare  organizations.  This  year, 
your  Community  Chest  will  ask  you  for 
a  contribution  to  all  the  organizations 


CRAIEHAM,  KATIOKAI.  CITIZENS  COMMITTEE 


Getting  the  Greatest  Value  Out  of  a  Testimonial 


EST-READ  advertisement  in  a  recent  issue 
of  Collier’s. 

@  @  A  commercial  artist  said,  “Newspaper 
make-up  men  cannot  bury  a  good  cartoon 
even  if  it  occupies  only  a  small  space.”  The  same 
is  true  in  magazines.  This  advertisement  secured 
attention  by  combining  the  cartoon  format  with  a 
picture  of  a  famous  individual. 

Note  how  Ted  Husing  is  identified  in  several 
ways:  (a)  his  picture,  (b)  his  name  in  large 
type,  (c)  radio  microphone,  (d)  football  language 
in  the  headline.  ...  If  any  of  these  factors 
had  been  omitted,  the  advertisement  would  have 
lost  some  of  its  stopping  power. 


@  Here  are  factors  which  helped  to  secure  a 
high  reading  of  the  copy; 

(a)  It  is  short. 

(b)  It  is  informative. 

(c)  It  is  printed  in  balloons. 

(d)  It  is  a  direct  statement  by  Ted  Husing. 

(e)  It  is  lettered  in  cartoon  style  rather  than 
in  formal  type. 


1H8 


FLEISCHM.^NX’S  GIN,  one-half  page,  black  and  white.  Collier  s. 


MAKE  THEM  WITH 
AN  AMERICAN  GIN 


SMOOTH  MARTINIS 
ARE  THE  SECRET 
OF  SUCCESSFUL 
COCKTAIL  PARTIES-^ 
PERSONALLY  I  m 
ALWAYS  USE  V 
fleischmann's^ 
GIN.  .  . 


“DON’T  FUMBLE  YOUR 
MARTINI  COCKTAILS,” 


here's  the  way  t 

MIX  MINE-  ICE  FIRST, 

fleischmann's 

NEXT- VERMOUTH 
io  LAST- THE 
ICE  CHILLS 
THE  GLASS 
1  THE  VERMOUTH 
FILTERS  THROUGH 
THE  GIN 


USE  2  PARTS  FLEISCHMANN'S  GIN 
TO  I  PART  VERMOUTH  -  STIR, DON'T 
shake!  make  only  one  ROUND 
OF  MARTINIS  AT  A  TIME  AND  NO 
matter  HOW  YOU  -f  ^  WW 
MAKE  IT-BE  SURE  ^ 

TO  USE  FLEISCH-^  K  | 


MANN'S 


Fleischmann’s  Gin  is  distillerl  especially 
for  mixing -from  American  Grain] 

Distilled  to  the  distinctive  Ameri¬ 
can  taste  which  demands  a  smoother 
gin,  Fleischmann's  enhances  the  delicate 
flavor  of  the  Vermouth  in  a  Martini  — 
never  overpowers  it. 

Use  Fleischmann’s  Gin  for  your  next 
cocktail  party.  Your  friends  will  agree 
with  you  that  "it  takes  an  American  gin 
to  make  a  smooth  cocktail."  90  Proof. 

Also  Fleischmann's  Sloe  Gin,  65  Proof. 

The  Pleischmaiin  Dislilliiig  Cocp  ,  Peekskill,  N.  Y. 

FLEISCHAAANN’S 

DISTILLED  DRY  GIN 


Ws 

DISTlLltD 

DRYC.IN 


I 
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Timing  Your  Ad  for  the  Christmas  Market 


BEST-READ  page  advertisement  in  a  recent 
issue  of  Collier’s. 

(i)  This  headline  is  timely,  because  it  appeared 
shortly  before  Christmas. 


(D  The  copy  received  high  reading,  because  it 
is  short  and  newsy  and  appears  under  interesting 
illustrations.  The  illustrations  suggest  not  only 
articles  you  might  want  yourself,  but  attractive 
Christmas  gifts  for  others. 


FORI)  ACCPvSSORTKS,  one  page,  two  colors,  Collier'.?. 
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«i  4->  .4  ;i  litfciif'  'ij' 


ELECTRIC  CLOCK 


LICENSE  PLATE  FRAMES 


ELECTRIC  AIR  HORNS 


WINDSHIELD  WINGS 


SIDE  MIRROR 


VISOR  VANITY  MIRROR  HUB  AND  SPOKE  COVERS 


SPOT  LIGHT 


Ford  deal' 


^0  m 

p 

%  X  -  - 
■#  t  i*?'  '  ' 

0 

w 

: ,  ,  ,  , 

Presenting  Something  New 


EST-READ  color-page  advertisement  in  a 
recent  issue  of  The  Saturday  Evening  Post. 

®  (2)  ^^ords  like  “discovered”  and  “new” 
have  always  been  sure-fire  for  getting  attention — 
especially  if  your  advertisement  looks  like  real 
neivs  rather  than  manufactured  news.  That 
this  advertisement  contains  real  news  is  proved 


by  the  fact  that  the  name  “Boraxo”  and  the 
black-and-white  container  are  things  which  the 
reader  has  never  seen  before. 

®  @  The  sub-illustrations  make  clear  at  a 
glance  what  the  product  is  for,  and,  by  appealing 
to  both  men  and  women,  help  to  broaden  the 
interest  and  attract  readers  of  both  sexes. 
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BOR-VXO.  one  page,  two  colors,  The  Stiliirdaij  Erening  Post. 


H  itew  kliid  of  liaficl  cleaner 


It's  quick.  It's  thorough.  It's  different  from  any  hand  cleanser 
you've  ever  tried.  And  it  hasnt  a  scratch  or  a  piece  of  grit  in  it. 
That's  BORAXO— for  cleaning  dirty  hands. 

"What  is  it?"  you  ask.  Simply  pure  Borax  and  fine  toilet  soap  in  a 
special  combination.  And  what  results  it  gives!  Takes  off  grease, 
grime  and  plain  dirt  in  a  jiffy.  But  leaves  the  hands  soft,  smooth  and 
free  from  odor.  Boraxo.is  sold  at  grocery  stores  and  most  drug 
stores.  Now  you  can  discover  it  for  yourself!  Pacific  Coast  Borax 
Company  . . .  Producers  of  the  famous  20  Mule  Team  Borax  Products. 

Tune  in  the  Old  Ranger's  radio  tales  ot  "Death  Valley 
Days"  every  week.  See  newspaper  radio  programs  tor  time. 


No  how  h&ndt  get  dirty,  Boraxo  geli 

them  clean.  JutJ  moisten  your  hands,  sprinkle 
on  Boraxo  and  work  into  a  lather  —  then  rinse. 
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Using  the  Bargain  Appeal  in  Newspaper  Advertising 


Newspaper  advertisements  like  this  one 
have  helped  to  build  Davega’s  into  a  large 
chain  of  stores  in  New  York  City  and  vicinity. 
The  advertisements  feature  various  items  at 
bargain  prices,  such  as  radios,  golf  clubs,  ice 
skates,  sport  clothes,  etc.  This  advertisement  is 
typical  of  the  series.  Note  these  selling  elements; 

@  Bargain  appeal — “‘iQ%  to  50  %  off” 

©  No  money  down — free  home  trial. 

@  Large  picture  of  product  being  sold. 

©  Arrows  indicating  good  features  of  product, 
such  as  “giant  dial,”  etc. 

®  List  of  nationally  advertised  makes  of 
radios.  This  helps  Davega  to  cash  in  on  national 
advertising  done  by  radio  manufacturers. 

©  Repetition  of  bargain  appeal,  this  time  with 
specific  figures  “Manufacturer’s  list  price  $79.50 
.  .  .  while  they  last — $38.00.” 


©  List  showing  location  of  branch  stores  and 
display  line  “All  stores  open  evenings.” 

@  Terms:  “$L00  a  week  pays  for  a  radio.” 

®  Coupon  offering  the  prospect  any  or  all 
of  the  following: 

(a)  Estimate  of  the  trade-in  value  of  his  present 
radio. 

(b)  Free  home  trial. 

(c)  Free  booklet. 

Some  ad  men  who  desire  a  smooth-looking 
layout  to  delight  the  eye  might  say  that  this 
advertisement  is  all  wrong.  They  would  point  out 
that  it  has  too  many  competing  elements,  that  it 
lacks  dignity  and  prestige.  However,  e.xperience 
has  shown  that  this  is  exactly  the  sort  of  copy 
that  will  produce  the  best  immediate  sales 
results  in  mass-circulation  newspapers. 


DAVEGA,  oiie-fourtti  pa^e,  black  and  white,  New  York  Siimirii/  Mirror. 
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30  Store  Radio  Sale 


1937  MODEC 


ISS7  mmi% 

Guoronteed 


GIANT  DIAL 


EYE"  TUNING 


RCA^ 

VICTOR 


V/ORLD  WIDE 


MAJESTIC 


GRUNOW 


Manufacturer's  “T  Q  5 

LIST  PRICE  I  W  . 
While  They  Lost 


ZENITH  i 


STEWART 

WARNER 


The  AIRMASTER 
Small  Monlhhj  Payviente 
Small  Credit  Clinif/e 


m  OTHERS 


(YOU  SAVE  46.50} 


CITY 


FILL  IK  THIS  COUPON.  MAIL 
TO  DAVEGA.  76  NINTH  AVE,, 


GenUerac-o: 

My  preseot  radio  is  a . 

Tetr  purchased . 

How  much  could  you  allow 
on  A  Uude-in  for  l  new  193T 

.  Radio? 

I  want  (  □  Fres  Home  Tiinl 

P  Free  Booklet  on  th«  models. 


0pp.  City  Hall. .63  Park  Row  Bronx  31  E.  For 

Downtown...  15  CortUBdt  St.  Bronx  ...  2943  i 

Downtown. . .63  Cortlandt  St.  Brooklyn..  ...417  I 

Downtown. .  .42  Cortlandt  St.  „ 

Koar  I31h  St.. SSI  Broadway  Brooklyn.  ?24  Flat 
Empire  State.  .18  W.  34th  St. 

Motel  Commodore.  Bay  Ridpe  .  .51^ 

lit  E  42nd  St.  Bonionhurst - 2€8i 

Times  Square,  152  W.  42nd  SL  Brownsville. .  I703  P 

Yorkville..  ..148  E.  88th  St.  Jamaica.  163-24  Jan 

86th  St . 2869  Broadway  Astona - 278  Stei 

98th  St  . 2598  Broadway  Flushlnp . W  M 

Harlem  ...125  W.  125th  St  White  Plains  .175 
teeih  St.. 

1393  St.  Nicholas  Ave.  (Milrtary  Pa 

Bronx  ...943  Southorn  Bivd.  Jersey  City,  30  Jcu.'-, 

A.LL  STORES  OPE>  EVENINGS 


poyt  for  «  radio 


Address  . . . 

Or  phone  CHlesea  3 
days  CHelsea  3-5253) 
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Using  a  Universal  Appeal 


BEST-READ  half-page  advertisement  in  a 
recent  issue  of  The  Saturday  Evening  Post. 

®  @  Headline  and  subhead  are  built  around  a 
universal  appeal:  Get  rid  of  work. 

(D  ®  1  he  photographs  arouse  curiosity.  They 
make  people  wonder,  “'VYhat  are  these  unusual¬ 
looking  gadgets  and  what  will  they  do  for  me.?” 

0  ®  As  previously  stated,  surveys  have  shown 


that  people  are  more  likely  to  read  copy  under 
illustrations  than  regular  body  text.  Besides, 
this  copy,  like  the  copy  in  a  mail  order  catalogue, 
is  full  of  facts;  and  the  mail  order  concerns  have 
proved  that  fact  copy  sells  better  than  glittering 
generalities. 

0  The  name  “General  Electric”  has  prestige 
and  is  an  additional  reason  for  reading  the  copy, 
because  you  know  that  it  is  good  merchandise 
if  it  is  made  by  G-E. 


176 


G-E  HOTPOINT,  one-half  page,  black  and  white,  The  Sulnrduy  Ei'eiiing  Post. 


your  strength  and  keep  you  young 


DOES  EVERYTHING  BUT  SING  )  This  mixer  beats 
eggs,  vv  hips  cream,  mixes  batters.  3-speed  double  beater. 
Glasbake  bowls  guaranteed  against  heat  breakage.  Handjr 
rubber  spatula.  Askyour  G-E  dealer  to  show  you  howeasily  it 
works.  Cream  enamel  with  green  trim,  complete  as  shown 
.  .  .  $u.7S  (also  in  silver  hnish  with  opal  white  bowls). 
Juice  extractor  $2.75;  other  accessories  at  slight  extra  cost. 


iwm 

. 


GENERAL  0  ELECTRIC 

RESEARCH  KEEPS  GENERAL  ELECTRIC  YEARS  AHEAD! 


177 


Combining  Several  Effective  Devices  in  One  Ad 


BEST-OBSEKVED  advertisement  in  a  recent 
issue  of  The  Saturday  Evening  Post. 

@  @  Headline  and  illustration  here  have 
several  important  characteristics: 

(a)  Timeliness.  The  advertisement  appeared 
shortly  before  a  presidential  election,  when 
the  battle  between  the  donkey  and  the 
elephant  was  at  its  height. 

(b)  Good  humor.  The  illustration  with  its 
clever  headline  is  amusing  and  expresses  a 
“ballots-not-bullets  ”  philosophy  of  which 
Americans  are  justly  proud. 

(c)  Eamiliarity.  The  Kool  Penguin,  through  a 
series  of  adventures,  portrayed  month  after 


month  in  advertisements,  has  become  a 
familiar  character  in  the  minds  of  magazine 
readers.  This  is  a  new  and  effective  use  of  a 
manufacturer’s  trade  mark  (or  trade  “char¬ 
acter”).  In  the  past,  when  a  manufacturer 
used  a  bird,  an  animal,  or  a  person  for  a 
trade  mark,  there  was  seldom  any  variety 
of  pose  to  arouse  new  interest  each  time  the 
trade  mark  was  shown. 

These  cigarettes  have  this  important  advan¬ 
tage:  The  name  “Kool”  is  a  sales  talk  in  one 
word! 

(J)  The  premiums,  which  are  shown  in  every 
Kool  advertisement,  lend  additional  interest 
because  they  are  good-looking  and  they  are  free. 
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KOOLS,  one-half  page,  black  and  white.  The  Sahirday  Evening  Post. 


For  the  hottest  campaign  in-  a  doesn't  grab  your  lips.  And  save 

lifetime  we  give  you  the  ciga-  the  valuable  B  &  W  coufK>ns  for 

rette  that  pledges  itself  to  keep  a  list  of  great  premiums, 
your  throat  relaxed  and  c-o*o-l!  Don’t  vote  for  hot  smokes.  Join 
Take  a  deep  puff— feel  that  mild  the  landslide  for  KOOLS.  Better  for 
menthol  soothe  and  refresh.  Take  you  on  every  count!  Brown  & 
another— enjoy  that  fine,  full  to-  Williamson  Tobacco  Corporation, 
hacco  flavor.  Note  the  cork  tip  that  P.  0.  Box  599,  Louisville,  Ky. 


Jul.rpCup,-.H«vjr»ilv«rplalT.  14o*..  FREE.  Wrile  for  UloMraUd  2e-pt£»  Cki»vtre—bi«4  bonded.  6  h^;hUU. 
upacily.  Sel  of  l«ro  ...  (73  coupon*  B  &  W  premtom  bookhi  No.  12  or  6  let.  or  6  old  Cubiooed— 100  coup. 

KAlEtSH  CIGARErrES...NOVir  AT  POPULAR  Pi;rCES...ALSO  CARRY  RAW  COUPONS 
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An  Idea  for  an  Aspiring  Ad  Man 


BEST-OBSERVED  advertisement  in  a 
recent  issue  of  Good  Housekeeping. 

(i)  Pictures  of  brides  are  among  the  best  of 
all  stoppers  and  only  occasionally  are  outranked 
by  pictures  of  babies  and  by  pictures  containing 
sex  appeal.  Perhaps  some  day  some  ad  man  will 


sweep  the  field  by  getting  bride,  sex  appeal, 
and  baby  into  the  same  illustration. 

@  (?)  The  interest  in  this  illustration  is 
heightened  because  it  becomes  apparent  from 
the  headline  and  the  copy  in  the  panel  that  this 
is  not  just  a  professional  model  but  a  real  bride. 
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CAMAY,  two-thirds  page,  black  and  white,  Good  Housekeeping. 


U;ith0Mt  a. 
in  results- 1 
to  Camay- 
cerely, 
Shermari  C 


Camay 


.sartt  to  use,  -  . 

.  ,ortamly%^‘‘^^\ 


I'^m  most  certainlY  grateful 

tf 

fcs 


(Ja/yyf^  0 

SAYS  THIS  CHARMING  WISCONSIN  BRIDE 


<*r 


Sf 


^^nnHE  bride  carried  orchids,  wore 
while  velvet  with  old  lace" — 
a  charming  picture,  but  then  what 
a  lovely  bride!  For  Mrs.  Edward 
Clark,  Junior,  has  joyous  blue  eyes, 
hair  like  blond  satin,  a  complexion 


th; 


fresh,  as  fair,  as  spring 


satin -smooth  it  makes  your  skin, 
even  in  coldest  skin-trying  weather. 
Cainav’s  so  soothing  for  Camay s 
so  mild — provably  milder  th&n  all 
other  beauty  soaps,  by  actual  tests 
on  women’s  skins. 

Begin  Camay  care  of  your  skin 
todav.  The  nrice  is  very  low! 


of  SecuitcfvL£  U/ame^ 


itself!  And  she  keeps  it  so  (just  as 
you  should  yours)  by  daily  care 
with  dcep-cleanstng  Camay. 

It’s  exhilarating!  —  the  mere 
touch  of  Camay’s  deliciously  fra- 
<u-ant;  lather!  And  how  clear,  ho\\ 

CAMAY 


Let  Camay  bring  your  loveliness  to  light* 


Telling  a  Story  at  a  Glance 


BEST-OBSERVED  black-and-white  page  ad¬ 
vertisement  in  a  recent  issue  of  The  Saturday 
Evening  Post. 

(2)  This  photograph  is  a  stopper,  because  it 
tells  a  story  at  a  glance.  The  expression  on  the 
man’s  face,  the  blanket,  the  handkerchief,  the 
woman  wnth  the  glass,  and  the  fireplace  in  the 
background — all  help  to  make  the  message 
instantaneous.  The  message  is  timely,  because 
the  advertisement  appeared  in  February,  when 
colds  are  prevalent. 

(T)  The  headline  has  several  good  qualities: 

(a)  The  word  “Cold”  in  extra-large  type  helps 
to  select  the  right  audience.  It  tells  in  a 
single  word  what  the  illustration  tells 
in  a  single  glance. 

(b)  The  headline  offers  exactly  what  “cold” 
sufferers  want:  a  definite  treatment  and 
quick  results. 


(c)  The  typographic  handling  of  the  headline 
is  good — bold-face  type  surrounded  by 
generous  white  space.  Note  the  use  of  the 
numeral  “2.”  This  permits  faster  reading 
than  the  spelled-out  form  “two.” 

(?)  These  white  panels  are  artistic,  and  at  the 
same  time  they  get  attention  and  promote  easy 
reading. 

(4)  This  secondary  headline  has  a  double 
appeal:  (a)  avoid  the  expense  of  buying  two  medi¬ 
cines,  and  (b)  avoid  the  bother  of  taking  two  medi¬ 
cines.  Incidentally,  the  use  of  the  name  of  the 
product  in  this  headline  does  away  with  the  neces¬ 
sity  of  a  name  plate  at  the  bottom  of  the  page. 

(?)  This  secondary  illustration  shows  you  what 
the  product  looks  like,  and  the  copy  on  the  white 
card  adds  a  sales  urge  by  repeating  in  different 
words  the  same  message  continued  in  previous 
display  lines. 


SAL  HEPATICA,  one  page,  black  and  white.  The  Saturday  Erening  Post. 
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0  Sal  Hepatica  does  BOTH! 


''This  is  tlie  time  of  year,”  warn  physicians, 
"when  colds  hang  ou.  drag  ytni  down.”  They 
recommend  two  fighting  measures  to  help 
vour  system  in  its  natural  defense  against  a 
long-lingering  cold: 


1.  ClcHiise  the  intestinal  tract. 


2.  Help  Nature  comt»al  the  acidity  which 
frei(uently  accompanies  a  cold. 


And  you  can  do  both  things  at  once  try  taking 
Sal  Hepatica. 

For  here’s  how  Sal  Hepatica  acts.  First,  it 
Hushes  otit  wastes  in  the  intestinal  tract  — 
quicklv,  gently,  thoroughly.  (You  know  that’s 
a  pood  thing  without  being  told.)  Second, 
Sal  Hepatica  brings  about  a  definite  alkaline 
(anti -and)  reaction,  to  help  your  system 
^w||.g  hack  toward  the  alkaline  reserve  so 


necessary  to  germ-resistant  health  and 
well-being. 

Ask  your  doctor — see  if  he  doesn’t  stress 
the  importance  of  taking  both  a  laxative  and 
an  anti-acid  in  treating  a  cold. 

Be  modern — ®  cold 
the  modern  way  * 

So  whenever  a  cold  comes  your  way,  take 
two  teaspoonfuls  of  Sal  Hepatica  in  a  glass 
of  water.  In  addition,  get  plenty  of  rest  and 
quiet  —  go  to  bed  and  call  a  doctor  if  your 
cold  is  severe.  Watch  your  diet.  Drink  plenty 
of  liquids.  It  pays  to  fight  a  cold  the  modern 
way.  Get  a  bottle  of  Sal  Hepatica  today. 


TUNE  INs  Fred  Allen’s  "Town  Hall  Tonighr*— Full 
hour  ol  music,  drama,  fun.  Every  Wednesday  night 
N.  B.  C, —  coast-to-coasl. 


S^HePMkil 
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Using  the  Quins  to  the  Best  Advantage 


BEST-OBSERVED  color-page  advertisement 
in  a  recent  issue  of  The  Saturday  Evening 

Post. 

©  @  A  previous  advertisement  in  this  book 
(Lysol,  page  85)  featured  a  photograph  of  the 
Quintuplets.  Here,  however,  an  oil  painting 
has  been  used  instead  of  a  photo.  Also,  Dr. 
Dafoe  has  been  included  in  the  picture.  This 
helps  to  inerease  identification,  since  Dr.  Dafoe 
is  almost  as  famous  as  the  babies,  and  it  helps 
to  add  force  to  the  statement  by  the  doctor  which 
is  printed  under  the  picture. 

©  The  Lysol  headline  was  “Five  .  .  .  ‘Going 
on  Three.  ’  ”  It  would  seem  that  this  headline  for 


Palmolive  contains  greater  instantaneous  sales 
power  because  it  (a)  names  the  Dionne  Quins, 
(b)  points  out  how  carefully  they  are  guarded, 
and  (c)  says  that  they  use  only  Palmolive. 
In  the  Lysol  ad,  you  do  not  learn  that  Lysol 
is  the  only  disinfectant  used  until  you  read  the 
first  paragraph  of  the  copy. 

©  ®  These  pictures  of  baby  and  soap  help 
further  to  establish  the  idea  that  the  Quins 
are  guarded  with  a  product  which  you  can 
buy  at  your  drug  or  grocery  store. 

©  This  bottom  line  brings  in  an  appeal  to 
grown-ups  and  helps  to  avoid  any  possible 
impression  that  this  is  a  product  for  babies  only. 
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PALMOLIVE  SOAP,  one  page,  four  colors,  The  Saturday  Evening  Post, 


WyxK) 


/per 


/piA/ait  a/vvi  JljUAA\  ! 


Guarded  so  carefully... the  Dionne  Quins 

©  use  only  PALMOLIVE 

OL/2  (^  !. 


FlVi:  little  sleepy-heads  .  .  .  rosy-cheeked, 
so  sweet  and  clean  ,  .  .  fresh  from  their 
bath  with  gentle  Palmolive  Soap! 

And  if  you  could  see  the  smooth,  satiny  skin 
of  those  lovely  Dionne  Quins  .  .  .  then  you 
'A'ould  realize  how  wise  Dr.  Dafoe  was  when  he 
decided  that  Palmolive  Soap,  made  with  Olive 
Oil,  should  be  used  exclusively  for  bathing  them. 

WHY  PALMOLIVE  WAS  CHOSEN! 

Because  the  Quins  were  born  prematurely,  they 
have  always  had  unusually  sensitive  skin.  That 
is  why,  for  sometime  after  their  birth,  they 
were  bathed  only  with  Olive  Oil.  Dr.  Dafoe 
knew  that  there  is  nothing  so  soothing  for 
delicate  skin  as  gentle  Olive  Oil. 

Then,  w  hen  the  time  came  for  soap  and  water 
baths,  how  important  it  was  to  thoose  a  soap 


made  from  the  gentlest,  most  soothing  ingre¬ 
dients!  And  that  is  why  Dr.  Dafoe  chose 
Palmolive,  made  with  Olive  Oil,  to  be  used 
exclusively  for  bathing  the  Quins'  tender  skin! 

WHAT  A  LESSON  POR  EVERY  WOMANI 

So  why  should  you  risk  bathing  your  precious 
baby,  or  any  of  your  children,  with  any  soap 
less  gentle,  less  soothing  than  the  one  chosen 
for  the  little  Dionnes.^ 

And  you  too.  Lovely  Lady  .  .  .  you  who  want 
to  keep  your  complexion  soft,  smooth,  allur¬ 
ing!  Why  not  give  your  skin  the  matchless 
beauty  care  that  only  Palmolive's  secret  blend 
of  Olive  and  Palm  Oils  can  give? 

Why  not  use  safe,  gentle,  pure  Palmolive 
.Soap  for  your  own  face  and  bath! 


18.5 


A  Situation  That  Always  Gets  Attention 


BEST-READ  among  all  petroleum,  auto¬ 
mobile,  and  automobile  accessory  advertise¬ 
ments  in  a  recent  issue  of  The  Saturday  Evening 
Pont. 

@  “Just  Married”  has  always  been  an  in¬ 
terest-arousing  situation.  Notice  also  how  the 
ticker  tape  and  the  crude  lettering  on  the  car 
act  as  stoppers.  So  many  perfectly  groomed 
automobiles  have  appeared  in  advertisements 
that  it  makes  you  pause  when  you  see  a  car 
“mussed  up”  a  little. 

Another  thing:  This  photograph,  like  the  others 


in  the  Ethyl  Gasoline  series,  appeared  in  the 
magazine  in  brilliant  four-color  printing. 

(T)  This  headline  serves  a  double  purpose:  (a) 
title  for  the  pieture,  and  (b)  slogan  for  the 
product. 

(2)  The  line  “Only  43  seconds  to  read”  gives 
you  an  extra  urge  to  read  the  copy. 

(4)  The  copy  is  made  attractive  by  the  small 
illustrations  and  by  starting  the  paragraphs 
with  words  in  bold-face  capital  letters. 
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ETHYL  GASOLINE,  one  page,  four  colors.  The  Saturday  Evening  Post. 


(Only  43  seconds  to  reed) 


NOTHING  BUT  ETHYL  FOR  ME 


BEWARE  a  ''pinging'’  sound  this 
Mininier  when  you  "step  on  the  gas” 
lor  pick-up,  or  hills.  It  is  your  en¬ 
gine’s  way  of  saying:  "I  feel  hot 
weather,  too.  I’m  losing  power,  ivast- 
ing  gas  and  ovtrhealing.  Give  me 
better  gasoline.” 


KNOCK  is  the  name  of  that  warning 
"ping.”  It  occurs  when  a  gasoline 
breaks  down  (burns  too  quickly) 
under  the  heat  of  a  modern  high 
compression  engine. 

Cars  built  in  recent  years  have 
high  compression  engines.  And  in 
suniincr  the  knocking  evil  is  at  its 
worst  because  hot  weather  increases 
engine  heat. 


THE  CUKK— and  preventive— of 
knock  is  better  gasoIine.That  is  why 
most  oil  companies  now  improve 
gasoline  by  adding  anti -knock  fluids 
(containing  tetraethyl  lead)  made 
liy  the  Ethyl  Gasoline  Corporation. 

They  recommend,  as  their  besl  fuel 
for  summer  driving,  special  gasoline 
sold  at  pumps  marked  "Ethyl.” 


YOU  GET  at  the  "Ethyl”  pump: 

I  Enough  anti-knock  fluid  to  stand 
^  up  under  the  highest  engine  com- 
i  firession  on  the  hottest  day. 
All-round  quality  that  is  double- 
checked —  by  the  oil  companies 
and  the  Ethyl  GasoU  neCorporation 
—at  the  refinery  and  at  the  pump. 


DOWN  TO  Stf  a  gallon  over  regular 
gasoline — and  high  above  it  in  anti¬ 
knock  (high  compression)  value. 


Give  your  car  the  coolest  fuel  this 
summer.  Avoid  the  evil  of  knock, 
with  its  power  loss,  gasoline  waste 
and  overheating.  Get  more  power 
trom  each  gallon  of  gasoline  you  buy! 


NEXT  TIME  GET  ETHYL 


I 
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Never  Forget  the  Stopping  Power  of  a  Picture 

That  Tells  a  Story 


BEST-OBSERVED  advertisement  in  a  recent 
Automobile  Show  issue  of  Time. 

@  Photos  of  children  usually  rank  high  in 
attention  value,  especially  a  photo  of  a  very 
young  child  in  a  human-interest  situation  like 
this  one. 

Note  how  the  picture  conveys  the  Fisher  Body 
message  at  a  glance;  namely.  Protection  (or 
safety)  plus  Comfort. 


@  The  headline  conveys  the  same  message: 
Protection  plus  Comfort. 

@  The  copy  is  based  on  the  same  idea: 
Protection  plus  Comfort.  In  other  words,  the 
elements  of  this  ad  are  like  the  members  of  an 
orchestra  all  playing  the  same  tune. 

(4)  These  seals  identify  the  product  in  a 
prestige-building  way. 
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FISHER  BODY,  one  page,  black  and  white.  Time. 


UNISTEEL  FOR  SOLID  STRENGTH  0 

FOR  SOLID  COMFORT 


Ki 

€ 


JSeNEATH  the  Unisteel  Turret  Top 
of  the  new  Body  by  Fisher,  a  new  lux¬ 
ury  of  lasting  comfort  bids  you  stretch 
out  and  relax. 

Covering  the  deep  wide  cushions  is 
a  smart  new  fabric  that  provides  a 
cooler  ride  in  summer,  a  more  com¬ 
fortable  one  in  any  season. 


It  is  soft  as  a  kitten’s  ear  — yet  dura¬ 
ble  almost  beyond  belief.  The  velvety 
smoothness  of  its  closely  woven,  richly 
colorful  surface  is  easy  on  clothing. 
And  this  fine  fab¬ 
ric  can  actually 
be  cleaned  with 
soap  and  water! 


on  General  Motors  Cars  only:  Chevrolet  •  pontiac  •  oldsmobile  •  buick*  •  lasalle  •  Cadillac* 

*Oo  the  most  popular  modeU 
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How  a  Selective  Appeal  Increases  Interest 
and  Builds  Prestige 


The  campaign  of  which  this  ad  is  typical 
has  produced  a  double  result:  (a)  prestige 
for  Liberty  Mutual,  and  (b)  leads  for  salesmen 
in  the  form  of  coupons  from  advertisements. 

(T)  This  headline  is  powerful  because  it  appeals 
to  self-interest  and  at  the  same  time  it  is  selective. 
For  years,  advertising  headlines  have  been 
saying,  “You  can  have  this”  or  “You  can  have 
that.”  Therefore  a  headline  which  talks  about 
something  desirable  (save  money)  and  at  the 
same  time  raises  the  question  as  to  whether 
you  can  qualify  is  bound  to  be  a  stopper.  The 
headline  also  has  the  effect  of  keeping  Liberty 
Ylutual  on  a  high  plane  by  saying  in  effect, 
“Here’s  an  exclusive  company  that  doesn’t 
accept  every  Tom,  Dick,  and  Harry.” 


d)  This  illustration  is  good-looking,  attention- 
getting,  identifies  the  service  being  sold,  and 
at  the  same  time  does  not  take  up  so  much  room 
on  the  page  that  there  is  no  room  left  for  copy. 

(3)  Note  how  complete  this  sales  talk  is. 

(5)  (e)  This  free  booklet  and  the  coupon  do  two 
things:  (a)  they  furnish  further  information  to 
prospects,  and  (b)  they  furnish  a  means  by  which 
Liberty  Mutual  secures  the  names  and  addresses 
of  the  most  immediate  prospects. 

(1)  (4)  Note  how  headline  and  name  plate 
convey  a  quick  sales  message  to  glancers  who 
do  not  read  the  copy. 


LIBERTY  MUTU.4L,  one  page,  black  and  white,  various  magazines. 
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IF  YOU  ARE  A  CAREFUL  DRIVER  YOU  CAN 
O  SAVE  MONEY  ON  CAR  INSURANCE 


ir  you  arc  a  cartful  drivt-r,  we  believe  you  are  cnrirlcd  to  car  in¬ 
surance  at  lower  cost.  With  us,  you  do  not  have  to  pay  the  same 
price  for  automobile  insurance  as  dangerous,  reckless  drivers. 
Here  is  the  way  our  plan  works:  Selected  drivers,  hence  fewer 
accidents  ami  fewer  losses— savings  rcturnetl  to  you. 


IBERTY  MUTUAL’S 


ful  automobile  drivers  in  the  country, 
^’ou  do  not  have  to  help  pay  for  costly 
accidents  caused  by  dangerous,  reckless 
drivers. 

2.  You  do  not  pay  a  big  sales  commission 
for  buying  and  renewing  your  policy.^  ou 
deal  direct  with  Liberty  Mutual  through 
full-time,  salaried  representatives. 

3.  Savings  effected  by  careful  selection 
of  good  drivers,  and  savings  resulting 
because  you  do  not  pay  large  commis¬ 
sions,  are  returned  to  you.  These  sav¬ 
ings,  in  the  form  of  cash  dividends,  have 
amounted  to  20%  of  premiums  every 
year  for  24  years. 

4.  You  will  be  protected  by  the  largest, 
strongest  mutual  casualty  insurance 
company  in  the  country,  a  company 
which  has  grown  steadily  in  size  and 
strength,  in  good  times  and  bad. 

5.  Your  company  operates  from  coast  to 
coast.  Service  is  as  close  as  your  tele¬ 


phone.  It  is  as  convenient  as  it  is  econom¬ 
ical  todeal  directly  with  Liberty  Mutual. 

6.  Claims  are  settled  fairly,  promptly, 
courteously.  No  company  does  more  to 
save  its  policyholders  from  trouble  and 
worry. 

7.  You  may  use  our  convenient  Deferred 
Payment  Plan. 


money-saving 

J _ /  plan  for  careful  motor  car  ow’ners 

is  summed  up  in  these  nine  words: 
“Careful  drivers  are  entitled  to  lower 
automobile  insurance  cost.’^ 

Here’s  how  it  works:  By  barring  dan¬ 
gerous  drivers  and  selecting  only  careful 
drivers,  we  have  fewer  accidents.  This 
means  fewer  losses  to  pay.  Furthermore, 
3'ou  avoid  paying  large  commissions  to 
insurance  salesmen  on  new  policies  or 
renewals.  The  savings  which  result  from 
this  plan  come  back  to  you.  More  than 
46  nullion  dollars  in  dividends  have  been 
so  returned  to  policyholders  by  Liberty 
Mutual  since  it  started  24  3'ears  ago. 

HOW  YOU  PROFIT  BY 
INSURING  WITH  LIBERTY  MUTUAL 

1-  You  are  associated  with  reputable 
and  careful  drivers  who  are  selected^  not 
merely  solicited.  They  are  the  most  care¬ 


GET  THIS  FREE  BOOKLET 


You  are  invited  to  write  for  the 
4ree  money-saving  booklet  “How 
To  Save  Money  on  Car  Insur¬ 
ance."  It  tells  all  about  the  Liberty 
Mutual  Plan — how  it  works — how 
much  you  save  —  advantages  of 
dealing  direct  with  a  trained  Lib> 
erty  Mutual  representative— con¬ 
tains  a  list  of  leading  companies 
protected  by  Liberty  Mutual- 
tills  all  about  our  Deferred  Pay¬ 
ment  Plan  for  responsible  car 
owners. 

Mail  the  coupon  today.  No  ob¬ 
ligation. 


LIBEP.T^  MUTUAL  also  writes  JVorkmerds  Compensation^  General  Liahilityy  Burglary  and 
f  Personal  Acodent,  Forgery  and  Fidelity  Bonds  for  manufacturerSy  merchants  and 

isj.-it/ja/j.  All  forms  of  Fxre  Insurance  written  through  United  Mutual  Fire  Insurance  Co. 


LIBERTY  MUTUAL  INSURANCE  CO.  T3-2 

31  St.  James  Avenue,  Boston,  Mass. 

Without  obligation,  plc.Tse  send  me  free  booklet 
which  shows  exactly  how  much  careful  drivers  can 
save  on  car  I  nsurance;  also  facts  about  your  con¬ 
venient  Deferred  Payment  Plan  for  responsible  car- 


Name . . . . 

Business  address.. 


Town  where  car  is  kept . . . . . 

Make  of  Car . No.  of  Cyls._. _ 

Body  Type . . Model  No . . ..Year _ _ 


MUTUAL 


LIBERTY 


INSURANCE^'=^COMPANY 

31  St.  James  Avenue,  Boston 


service 


Emphasizing  the  News  Angle 


BEST-READ  automobile  advertisement  in  a 
recent  Automobile  Show  issue  of  Time. 

This  advertisement  started  off  with  an  initial 
advantage;  It  talks  about  a  make  of  car  which 
has  been  owned  by  more  people  than  any  other 
make.  An  equally  excellent  advertisement  for 
Rolls  Royce  could  not  possibly  interest  as  many 
readers,  because  the  masses  cannot  afford  Rolls 
Royce  cars. 

(T)  News  is  one  of  the  best  attention-getters 
in  all  advertising,  and  this  headline  emphasizes 


the  news  angle  in  three  ways,  as  follows;  (a) 
announcing,  (b)  the  new  Ford,  and,  (c)  for  1937. 

(2)  This  illustration  is  not  only  handsome,  but 
it  gains  added  attention  by  the  use  of  plenty  of 
white  space. 

(3)  The  fact  that  this  copy  is  short  and  contains 
an  announcement  of  a  choice  of  two  sizes  of 
engine  for  the  same  car  helped  to  secure  high 
reading. 
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FORD,  one  page,  four  colors.  Time. 
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A  Tested  Method  for  Using  Premiums 


This  type  of  premium  advertisement  has 
been  reported  as  very  successful  in  stimulat¬ 
ing  sales  of  packaged  goods  for  General  Mills, 
Inc.,  and  for  other  manufacturers.  Briefly  stated, 
the  plan  is  as  follows:  a  good-looking  item,  such 
as  a  dish  or  a  piece  of  silverware,  valued  at  $1.00 
to  $4.00,  is  mailed  to  anyone  who  will  send  in  a 
box  top  plus  a  small  amount  of  cash.  The  cash 
refiuirement  varies  from  25  cents  to  $1.00.  It 
has  been  said  that  the  cash  which  the  manu¬ 
facturer  receives  is  sufficient  to  pay  (a)  for  the 
premium,  and  (b)  for  the  cost  of  handling  and 
mailing.  This  would  mean  that  the  sales  produced 
by  this  method  can  be  counted  as  profit  and 
do  not  have  to  be  discounted  because  of  the 
premium. 

Note  these  effective  qualities  of  the  advertise¬ 
ment  : 

0  The  headline  sounds  like  a  bargain. 


(D  The  photograph  showed  the  premium  (actual 
size)  in  an  attractive  way. 

@  A  testimonial  from  a  style  authority  em¬ 
phasizes  the  beauty  of  the  premium. 

0  A  testimonial  from  a  certified  public  ac¬ 
countant  testifies  to  the  cash  value  of  the 
premium.  Also,  there  is  a  money-back  guarantee. 

0  This  second  headline  re-emphasizes  the 
bargain  appeal. 

0  This  copy  and  picture  help  to  sell  the  value 
of  Softasilk  Flour. 

0  This  picture  acts  as  a  name  plate  for  the 
advertisement  and  the  coupon  furnishes  a  con¬ 
venient  order  blank  for  the  premium. 


GENERAL  MILLS,  INC'.,  one  page,  four  colors,  various  magazines. 
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~7o  I i'cnien  W/fO  Atv  ~7alrhief  Uij  Ttie  Vof 
jb  for  /\ocl  Crifsfal,  We  Offr 

THIS  HAND -CUT 


$255  ROCK  CRYSTAL 
MARMALADE  JAR 


'Cfp^tee 


And  A  Satec  Slip  From 
Your  Grocer  Showing  Pur- 
chat^  vjone  (I)  Pacfea«e  of 


SOFTASILK 


i/  Color  Pholotropk.  Actual  Site. 


Unrttoucht^  Nat 

$2.00  CERTIFICATION  AND  MONEY-BACK  GUARANTEE 

On  Sept.  15.  1934,  Theodore  Stark.  Certified  Public  Accountant,  certified  to 
valuations  of  this  Marmalade  Jar  as  reported  by  Minneapolis  Department 
Stores  to  be  $2.00,  $2.50,  $3.50  and  $3.00  respectively. 

If,  within  10  days  after  receipt,  you  are  not  entirely  satisfied,  return  Marmalade 
Jar  to  us  and  we  will  refund  your  25c.  If  Jar  is  damaged  in  mail  to  you,  another 
will  be  sent  free  of  charge  upon  our  receipt  of  “Guarantee  Slip”  which  accom^ 
panics  each  Marmalade  Jar. 


0  TO  SAVE  $1.75 


CvocAji/u 


Note  the  Lady  Baltimore  Cake  pictured  here.  It^ow  what 
Softasilk  will  do  for  you.  And  remember,  Betty  Crocker  will 
refund  you  iu'ire  what  you  paid  for  Soltasilk  if  you  do  not  say 
it  is  superior  to  less  m^em  methods. 

Accept  the  S2.(X)  Rock  Cryatal  Marmalade  Jar  offer  ...  act  at 
once!  Use  order  blank  b^ow. 

Gold  Medal  Foods,  Incorporated 

(f  Oe*<.t«^.  krO*MnJ  Uk.  la*. 

General  Mills,  Inc.,  Minneapolis,  Mink. 


On  This  fS.OO  Rock  Crystal  Afarmaiadc  Jar.  And— 
Discover  The  **Contest^  Winning”  Cake  Making 
Method— ‘Use  Order  Blank  Below 

Madam!  One  benefits  in  so  many  ways  by  this  offer  that, 
obviously,  it  would  be  folly  not  to  accept  it  at  once. 

First  you  get  this  exquisite  $2.00  Rock  Crystal  Marmalade 
Jar  for  only  25c.  Fashioned  from  hand<ut.  hand-blown  Rock 
Crystal,  with  its  pure  silver-plated  top,  this  lovely  EleganU 
design  heralds  the  return  to  a  new  era  of  gracious  living. 
Second,  you  sUrl  making  cakes  the  new  “contest-winning” 
method  under  Betty  Crocker’s  famous  “double-your-money- 
back”  guarantee. 

This  is  a  sensational  guarantee.  Yet  thousands  have  found  this 
method  better.  Witness  this  letter  from  Mrs.  H.  C.  Ewell, 

457, Graham,  Texas,  whose  cak«  won'first,  second,  and  third 
prises  at  the  Young  County  Fair; 

“I  believe  it  was  the  biggest  thrill  I  ever  got  in  my  life  when 
my  cakes  (made  with  Softasilk  Cake  Flour)  took  first, 
second,  and  third  place  over  the  125  other  cakes  entered 
by  other  contestants.  20  of  whom  were  cooking  demon¬ 
strators.  I  certainly  give  SofUsilk  credit  for  my  success.” 

hfeto  Way  Scientific 

You  see.  Softasilk  not  only  overcomes  the  3  common  faults  in 
cake  made  with  ordinary  flour— toughness,  coarseness,  heavi¬ 
ness— because  the  character  of  the  starch  and  gluten  in 
Softasilk  is  scientifically  balanced.  But.  in  addition,  it  over¬ 
comes  the  faults  of  less  modem  cake  flour  methods — loss  of 
moisture,  loss  in  flavor— because  Softasilk  iudf  is  scientifically 
blended. 

And  the  “Kitchcn  lested"  recipes  for  it  (standard  recipes 
printed  on  every  package)  arc  scientifically  designed  to  win 
the  8  usual  Sutc  and  County  Fair  Contest  Judging  Points. 


Your-  Money  Dack^If  I 
w,'t  Mukr  You  .1  Itot ter  Cake Maf^ 
These  8  Con  tes  t  Judging  Poin  ts.** 


gri  a  package  of  5ioIutUk  from  yi^  gncee.  Get  a  tale* 
rfifi  tJv»knc  purchaae  and  lend  il  in  for  thU,  lovely  Ro^  Crystal 
yisemsUOo  Jar.  TTieii.  try  my  Soflaailk  way  of  making  cakes. 
Klake  any  listed  on  the  package,  according  to  my  recipe  there. 
TK*.  tf  you  are  not  10355  convinced  that  my  new  way  u  better. 

to  the  8  eontest-winning  pointi.  send  me  the  empty 
s.4i»«4K  pBckig^.  tell  me  how  much  you  paid  for  it,  and  I  will  send 
j  back  itorlly  luier  that  amount” 

iThU  Suo*f,  Tht  t  Point*  Gonfe.r  Judge*  Folfove.fn  Judging 
l«  Udf  Bohlmnre  tnicr.  And  /foio  >na  Can  Improve  Your 
'  Coket  Thi*  Neui  SoftogUt:  W*sy 

1  uKusuAiLT  rtNK  aca- 
siavoLUKC  IN  skOrOk- 

2  I'O'*  tQ  USKCDICNTt 

W 

I  ■  OtLICATt.  evlkiT 

[  E  atovkco  CkuiT. 

^  ■  4  srHhCTkT  IK  SHXPC, 

i  *  ^  ■  5  rike.vEivEnTexrutc. 

I  4  '"l  V  6  A  SEIECTASLI  ruvok. 

L  y  ^  rXOUISITt  LISHTkElt 

\  '  AN0  TEkBEkkESt. 

Q  UNUlUilkCTEkTIOKOr 
/  M%  \  'R?  PkO.StUkE. 


TO  SAVE 


Mail  Your  Order  _  r^.  ^ 

BefcniMldnlfibt,  ilxJgPil  t3  w.. 

Feb.  17.  1535  ^ 

Bcttt  CkoCKkk.  Dept  D2,  Cold  MwW 
UlnnespotU,  ^{on.  {Ofn  Good  tm  U.  5.  A.  Omiy) 
Backved  find  JSc  sod  my  ssks  lUp  (or  rrcetpl)  «'• 
«f  Sofualk.  for  wtdeh  ^es«  send  poitpdd  one  <1 
EleKsatd  Rock  CryitaJ  Ms/msUde  Jsr  «i^rr  wcae) 
satee.  m  sdverUied.  For  my  port.  I  ktsdiy  MTW 
Sofu^lk  "Cooteii  wlnnlfte"  cake  msUa*  OJcUmO 
aSer. 


The  Free  Premium — One  of  the  Oldest  Selling  Devices 


This  advertisement  features  a  premium 
plan  which  has  been  used  successfully  for 
many  years.  In  some  respects  the  plan  is  similar 
to  the  one  described  on  the  previous  page.  But 
it  is  different  in  one  important  respect;  namely, 
that  no  cash  is  required.  The  customer  obtains 
the  silverware  free  in  exchange  for  coupons 
included  in  every  size  sack  of  flour.  This  means 
that  this  plan  can  build  repeat  sales  in  a  way  that 
the  offer  of  an  article  such  as  a  marmalade  jar 
cannot  do;  because  a  single  marmalade  jar  is 
sufficient  for  a  family,  whereas  a  housewife  who 
obtains  one  of  these  silver  spoons  is  likely  to 
continue  saving  coupons  in  order  to  obtain: 
(a)  a  complete  set  of  spoons,  and  (b)  complete 
sets  of  other  items,  such  as  knives,  forks,  etc. 


(T)  (?)  The  large  word  “FREE”  and  the  large 
picture  of  the  spoon  convey  the  main  idea  in  the 
fastest  way  possible. 

(3)  (4)  The  copy  and  illustration  identify  and 
sell  the  product. 

@  (?)  The  picture  of  knives,  forks,  etc.,  and 
the  testimonial,  help  to  sell  the  idea  that  you 
can  obtain  a  complete  set  of  silverware  at  no 
cost  by  simply  saving  coupons  (and  incidentally 
by  continuing  to  buy  Gold  Medal  Flour!). 

(7)  This  copy  and  coupon  contain  a  special 
pre-Christmas  offer  by  which  a  woman  can  obtain 
spoons  immediately  by  sending  cash  and  a 
sales  slip  showing  purchase  of  Gold  Medal  Flour. 


GENERAL  ilTLLS,  IXC.,  one  page,  four  colors,  various  magazines. 
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MADAM 


Famous  Medality  Pattern,  Guaranteed  by  The  International  Silver  Co.,  MakersofWm.  Rogers  &  Son  Silverware 


Offer  Mode  Solely  To  Induce  You  To  Try 
OOiO  MEOaL  "K»chen-feiled"  Floor— -The  New- 
Type  Flour  That  ScienHflcally  Bonishei  The  Prioct- 
pot  Couse  of  Baking  Foitures — And  Is  Saving  MU- 
Hons  of  Doltors  In  American  Homes  Todoy 


*7o  0^tai*x  Look  For  Free  Silver* 

wore  Coupons  Included  In  Every  Size  Sock  of 
Goto  medal  "Kifchen-fesfed"  Flour...  Also  Note 
Speciol  Pre-Christmos  Offer  On  This  Page 


A.\'  EASir.R,  SIMPLER^  SURER 
WAY  TO  BAKIIVG  SUCCESS 

This  sensational  free  silverware  announce¬ 
ment  IS  made  to  induce  more  women  to 
try  Gold  Medal  “/Ci7c/i€«-/c5fed"  Flour — the 
simplest,  surest,  most  economical  way  to  bak¬ 
ing  success. 

The  “Kitchen-tested”  method  was  designed 
to  eliminate  the  principal  cause  of  baking 
failures: — lack  of  uniformity  in  flour  used. 
Every  batch  of  flour  is  tested  in  an  ordinary 
everyday  oven,  just  like  yours,  before  it 
COES  TO  YOU,  for  uniformity  of  results.  As  a 
result,  the  flour  you  get  acts  the  same  way 
every  lime  you  bake. 

Thus,  Cold  Medal  "Kitchen-tested"  Flour  not 
only  shows  you  the  way  to  eliminate  costly 
baking  failures — but  now  gives  you  the  addi¬ 
tional  advantage  of  securing  complete  sets  of 
gorgeous  silverware  absolutely  free. 

Please  understand  that  this  silverware  is  not, 
in  any  way,  to  be  confused  with  cheap  “pre¬ 
mium”  ware.  It  is  the  famous  Wm.  Rogers  & 
Sun  silverware.  (The  teaspoons,  for  example, 
arc  regularly  priced  at$4.(X)  per  dozen.) 

So  try  Gold  Medal  "Kitchen-tested"  Flour 
today — free  silverware  coupons  are  packed 
tn-idc  every  sack. . . .  Or,  if  you  wish  to  receive 
y»>ur  first  pieces  of  silverware  at  once,  take 
advantage  of  the  special  pre-Christmas  offer 
made  by  Betty  Crocker  (noted  Gold  Medal 
cooking  authority)  in  the  coupon  at  the  right. 

Deft.  GH-12,  Washburn  Crosby  Company 

of  Copr.  19;]G.  br  General  Ultlt.  Inc. 

General  Mills,  Inc.,  Minneapolis,  Minn. 


ILLUSTOATION  shows  the  lovely  Medality  Pattern  of 
which  Princess  Galitzine.  famous  hostess  and  social¬ 
ite,  says.— “The  Medality  Pattern  is  one  of  the  A 
loveliest  and  most  exquisite  of  silverware  designs.” 

Complete  sets  of  this  beautiful  silverware  may  ■ 
be  easily  obtained  with  Gold  Medal  coupons  ^ 
packed  in  every  size  sack  of  Gold  Medal  "Kiuh- 
en-tested"  Flour  and  every  package  of  Softasilk, 
Wheaties  and  Bisquick. . . .  Stt  special  offer  below.  ♦ 


amnY  they 

LOVELY  P 


YE6-  AND  weZEN'T 
YOU  CLEVER. 

TO  «T  THEM  / 


If  you  wish  to  start  your  silverware  set  without 
FMg  delay,  take  advantage  of  this  special  pre-Christ- 
i"  ^  mas  offer  made  by  Betty  Crocker,  famous  Gold 
#i  Medal  cooking  authority.  Go  to  your  grocer,  buy 

a  a  sack  of  Gold  Medal  ^our  (any  size)  and  get  a 
sales  slip  or  receipt  as  evidence  of  purchase.  Send 
^  this  in  with  39c  in  stamps  or  coin— (together  with 
the  coupon  on  this  page)  and  we  will  send  you  3 
teaspoons  in  the  exquisite  Medality  Pattern  ati 
once.  No  waiting.  No  delay.  i 

This  special  3-teaspoon  offer  (which  allows  you  to* 
keep  the  regular  silverware  coupon  packed  inside 

Sof  the  sack  of  Gold  Medal  Flour  to  apply  on 
additional  pieces  of  silverware)  expires  promptly  at 
midnight,  Dec.  24,  1935.  So  act  at  once.  J5J06 


SEND  NOW— BEFORE  TOO  LATE 
Limit— 3  Spoooft  To  a  Family 


Gold  Medal  Flour,  Dept.  GH-12 
Minneapolis,  Minn. 

Gentlemen:  1  want  to  take  advaniaae  of  Betty  Crock¬ 
er's  pre-Christreas  offer  an<t  start  my  silverware  set  at 
once.  Enclosed  please  find  sales  slip  or  receipt  from 
ray  grocer  showing  purchase  of  Gold  Medal  “Kitchen^ 
Flour.  Also  find  39c  in  stamps  or  coin.  Please 
send  me  3  guaranteed  Wm.  Rogers  &  Son  teaspoons  in 
the  Medality  Pattern,  as  per  your  special,  limited  offer. 
(Good  o^y  wilhin  conUnenial  limits  of  U.  S.  A.) 


T-RP.I-:  insidf  Cfry  titi 
soik  ■  Hf-ityi  'ntiktT 

pvldercofiiamini  IS 

rr. -ipvsj  far  “fOfpds  il/ew 
Hurry  flrirntf-or.”  Hiltk 

si. -rer  or  this  JoUtr  is  o 
Cktl'i  SfrdB-t  iH'Hi-rrsrtr* 

gotid  for  fatttous 

store.  -  Wm 


Name. 


WHEN  YOU  WANT  A  DELICIOUS  CAKE  OR  PASTRY.  OR  ANY  KIND  OF  BREAD.  REMEMBER  THE  EASIEST 
WAY  OF  ALL  IS  TO  ORDER  IT  FROM  YOUR  GROCER  OR  YOUR  BAKER  DIRECT.  YOUR  BAKER  TODAY. 
WITH  TRULY  PROFESSIONAL  SKILL.  TRANSFORMS  WHEAT.  OUR  OUTSTANDINO  SOURCE  OF  FOOD 
ENERGY.  INTO  DELICIOUS.  NUTRITIOUS  FOODS  FOR  YOUR  TABLE.  BAKED  FOODS  FROM  YOUR  BAKER 
ARE  DELICIOUS.  ECONOMICAL.  COMPLETELY  WHOLESOME.  SERVE  THEM  GENEROUSLY  EVERY  MEALI 


I  City . . -  • 

I  TLia  Coupon  Not  Good  After  Dec.  24,  X935 


One  Way  to  Produce  Immediate  Sales 


This  is  one  of  the  largest  prize  contests  ever 
run.  Contests  like  this  have  again  and  again 
produced  a  big  volume  of  immediate  sales  for  a 
number  of  different  products.  Here  are  the 
elements  that  help  to  make  this  type  of  contest 
secure  millions  of  entries: 

(T)  A  big  first  prize  in  cash. 

(2)  A  long  list  of  secondary  prizes. 

(3)  The  contest  is  fun.  It  is  the  sort  of  game 
you  would  enjoy,  regardless  of  whether  a  prize 
was  involved. 

(4)  The  contest  is  easy  at  first.  That  gets  people 
started.  Later  the  contest  gets  difficult.  That 
eliminates  millions  of  entries. 


(5)  It  is  easy  to  prepare  your  entry  because  an 
entry  blank  is  printed  right  in  the  ad. 

®  Folders  containing  everything  you  need  to 
enter  the  contest  are  also  distributed  by  dealers. 
This  adds  more  volume. 

(7)  The  advertisement  says,  “Start  today.” 
Later  advertisements  also  say,  “You  can  start 
today.”  As  the  campaign  progresses  towards  the 
end,  the  ads  continue  to  say  “There’s  still  time 
to  enter  the  contest.”  This  method  keeps  bringing 
people  in. 

In  this  particular  contest,  the  number  of 
cigarettes  which  the  entrant  had  to  buy  was 
considerable — three  packages  a  week  for  fifteen 
weeks,  or  a  total  of  forty-five  packages.  If  you 
multiply  that  by  the  number  of  entrants  all 
over  the  United  States,  you  can  see  where  the 
increased  sales  volume  comes  in. 


OLD  GOLD  CIGARETTES,  one  page,  black  and  white,  various  newspaper.^. 
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FIRST 

PRIZE 


ENTER  NOW!  HRST  WEEK’S  PUZZLES 
RE4>RINTED  ON  THIS  PAGE! 


PUZZLE  No.  2 


'^TaocurtV — ^ 

."-y-l  are  j  1 

W'.' 


/JEFF/  \j 
riXOTAU' 


Today,  vrfaSe  you  ut  reading  thoe  words,  make  up  your  mind 
to  win  (lOO.OOO.OO-'ONB  HUNDRED  THOUSAND  DOLLARS 
CASH— Pint  Prize  in  thia  contest  of  skill. 

It’s  easy  to  give  youndf  this  of^ortunity.  Today  is  an  ideal  time 
to  enter.  EToything  you  need  in  order  to  enter  b  included  in  this 
ennouncement 

A  SlOO, 000.00  fortune,  suffideot  cash  to  bring  you  financial  inde¬ 
pendence  for  the  remainder  ^  your  life,  can  be  yours  as  First  Prize 
in  thk  contest,  a  contest  in  wt^b  you  do  not  depend  upon  luck  or 
guesswork,  a  contest  in  which  you  will  have  your  own  SEPARATE 
AND  morviDUAL  FILE.  And  your  ENTRY  will  be  safeguarded 
and  protected,  and  available  for  your  inspection  for  comparison  with 
any  other  winning  entry  at  the  cxrndusion  of  the  contest  Have  you 
ever  before  in  your  life  had  such  an  excellent  opportuni^  to  win 
great  wealth? 

Yea  wis  in  this  eontart  by  sohing  fc  teries  o(  putzia  each  wed:  in  sttordsnre 
whfa tberales.  EACHWZ^forlfwweka.turksofiizpuzzlesiriilbcoffered 
for  Mhttion.  The  eontart  has  ban  in  pragrw  for  one  week.  Thus,  to  ensbto 
yon  to  start  now,  we  ait  today  rsprintinf  all  €  of  the  first  wwA'i  puzzka. 

Tbwt  it  nothing  bard  to  undemand,  noUuag  complicated  about  tbit  con¬ 
test  FoOow  tfacae  8  sngsestioiu,  and  put  younelf  in  line  to  win  a  mh  fonuoe 
of  8100,000.00. 

tst.*«  READ  THE  RULES!  Find  the  name  represented  by  each  of  theSpoz^ 
tics  printed  on  tbit  page.  Beiowoacbpuzaleiaalitt  of  names.  Find  your 
solution  for  oaoh  puzzle  in  the  liit  below  the  puzzle.  FILL  IN  your 
aahztloDi  on  the  ottiy  form  prended  in  tbit  announcement 
2nd. .  .Send  your  entry  to  0^>  GOLD  CONTEST,  P.  0.  Bor  S,  Variek  Street 
Statko,  New  Tork..N.  T.  Usii  your  entry  any  time  between  now 
and  Kidnight  of  the  eoming  Satu^y.  'Immediately  upon  nceipt  of 
your  entry,  tbe  Snd  wuek't  puzzles  will  be  mailed  to  you  and  your  nama 
vil!  be  placed  on  our  amflinc  lilt  to  receive  further  puzzles  uiitued. 
Ar<t..*lo  Uik  contest,  each  weekly  series  of  solutions  is  to  be  accompanied 
by  8  OLD  GOLD  yellow  poekage  wrappers  or  3  hand-drawn  facsimiles, 
litui,  when  sco^ng  in  your  entry,  enelose  8  OLD  GOLD  yellow 
pLckace  wTlppcTs  or  hand-drawn 


WHarr  namc  oocn  this  Httrix  nemucKn 

Twt  CwuMN  ww>«e«  F.«»wta«  UM 

TtnwwtjCiirttw 

AmenseV.Mwl 

AsawatUMTUIl  (tS.t.  UtwsraUl 

kr6ne<4»l<«« 

Ltww<..rtt>  UkAMtMB  f«a>iarij|  I'lMitKn 
kif-}  ^iMU<r  y«os  Oolaej  AAwaB 


e  eoct  THti  RuzzLi:  NERwcftcNn 

..  ->  ai>«tu«  H  mta.  r»t.«wi>s  Ijm 


{stirs: 


PUZZLE  No.  6 


PUZZLE  No.  ♦ 


niitr' 
/«►»  , 


WHaTNAMCO:LaTH'*fuzit«  niPAtseKTr 
To*  Co".  I  C.wtea  It  In  >'*  F«i«  r-  L.*t 
WlHorS  ‘t  :r -WK  R  ar**,  ’•roL. 


WHXT  tU.UK  OOCSTHlt  FVXZU:  niPWEfCHTI 
TP«C*m*i  6«  |»  lata*  r«4w«.ns 

noraatMatWr  - .  -  *  - 
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Reawaberl  Rrad  At  RuU*.  Solve  tbe  puzzles  NOW.  Make  up  ;j[t>ur  mind  to 
eater  TODAY.  You  have  until  Midni^l,  Saturday  night,  to  obtain  your 
wrappers  (or  prepare, your  farsimilm)  and  mail  your  eotry. 
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Securing  a  Large  Coupon  Response 


This  advertisement  made  an  outstanding 
record  in  the  number  of  booklet  requests 
which  it  produced.  Here  are  factors  which 
helped  to  make  this  record: 

(i)  The  advertisement  was  timely.  It  appeared 
shortly  before  Christmas,  when  millions  of 
people  were  thinking  about  wrapping  gifts. 

d)  News:  Many  people  did  not  know  that 
they  could  buy  “Cellophane”  in  so  many  attrac¬ 
tive  forms  as  sheets,  ribbons,  tying  cord,  etc. 

(3)  Information:  The  page,  which  was  printed 


in  brilliant  colors,  is  full  of  ideas.  It  presents 
novel  and  attractive  package  wraps. 

(T)  Economy  angle:  Few  people  can  spend 
as  much  money  for  Christmas  gifts  as  they 
would  like  to.  This  page  shows  how  to  make  an 
inexpensive  gift  look  handsome. 

(D  A  picture  of  the  free  folder  is  shown. 

®  There  is  a  display  line  “Get  This  Free 
Folder.” 

(7)  There  is  a  convenient  coupon. 


CELLOPHANE,  one  page,  four  colors,  various  magazines. 


persoha'- 


WHEN  a  gifc  h«  an  odd  shape  and 
is  hard  to  wrap — Cellophane  docs 
wonders.  The  sunburst  at  the  top 
turns  something  awkward  into 
something  exciting. 


COLORS,  colors,  colors!  There's  no 
limit  to  the  combinations  with  rolls 
of  Cellophane  cellulose  film  obtain¬ 
able  in  eleven  colors  as  well  as  clear 
and  printed  designs. 


EVEN  a  bottle  of  Paris  perfume 
can  be  made  more  glorious  by  a  ruff 
of  crisp  CeUophaoe  and  a  ribbon  of 
Cellophane  around  the  neck. 


FASCINATING  monkey-business 
.  .  .  that's  what  it  is!  With  an  in¬ 
ventive  brain  and  artistic  fingers, 
you  can  make  designs  to  amaze  and 
thrill  your  familv  and  friends. 


MAYBE  this  should  be  called  "One 
Over  One."  Anyway,  it  shows  how  a 
simple  idea  gathers  excitement  through 
the  use  of  vivid,  colorful  Cellophane 
and  Scotch  cellulose  gift  tape  (it  sticks 
fast,  and  comes  in  colors).  ^ 


YES  . .  .  you  can  make  even  Christmas 

trees !  A  nd  because  G  las  sips  come  io 
several  colors— your  tree  need  not  be 
green!  How  about  a  sparkling  red  one 
—or  crystal  clear?  The  little  trees  are 


Ur'S  a  fiti  f»/dtr  that  tells  how 
r-ake  novel  packages  like  this. 
-jT:  others,  ^nd  the  coupon  at 
n— trv  out  the  easy  directions. 

all  of  these  wraps  arc  frilly. 
.•  Cellophane  is  especially  ef- 
•e  •  r  simple  wraps  like  this  one 
-  with  a  ribbon  of  Cellophane. 


verv  smart  table  decorations,  too. 


ec  SOUGHT  AT 


CCLLUCOSe  GIFT 
MCNOINC  TAP 
S  (tT  STICKS) 


•u^  nng  light-ray  effect  is  ob- 
wiih  Glassips  transparent  drink- 
a=AS  Directions  for  making  these 
I'c  in  the  }r«  foldtr,  and  in  the 


Dept.  X,  Du  Pont.  350  Fifth  Ave..  New  York  Qty 

I  want  the  frte  joldn,  "33  Secrets  of  Gift  Wrap¬ 
ping,"  that  tells  how  to  glorify  gifts  with 
Cellophane  cellulose  film. 


Street  Address. 


idSiste. 


Explanation  of  Reader  checking  Method 


'  1  '*  . .  F.  purpose  of  reader-checking  is  to  find  out 

-  eh  advertisements  are  seen  and  which 
-  seen — which  advertisements  are  read 

'  eh  are  not  read. 

obvious  way  to  obtain  this  information 
-  ..ly  to  ask  people  which  advertisements 
saw  and  read  in  a  certain  issue  of  a  magazine. 
'  is  the  method  employed  by  the  Daniel 
^  h  organization  and  the  information  obtained 

•  '  'rnished  to  advertisers  and  to  advertising 
^■•ncies  in  the  form  of  weekly  reports  on  weekly 

*.‘a/.ines  and  monthly  reports  on  monthly 
u  _'azines.  Some  of  the  Starch  findings  regarding 

-  st-ob.served”  and  “best-read”  advertisements 
..■ve  been  used  in  the  preparation  of  this  book. 

Below  are  some  of  the  most  frequently  asked 
lestions  regarding  the  method  of  operation  of 
this  Service  and  the  answers  furnished  by 
el  Starch. 

•uestion:  How  long  has  the  Service  been  in 

•l»eration 

Auswer:  Since  February  1,  1932. 

Question:  IVhat  magazines  are  reported  on? 

.1  n.<nrer: 

T'  Saturday  Evening  Post 
I.ih'iy 

“i  Housekeeping 
.  .d  Home  Journal 

*  .^ican 
T~  Story 

-ir^r's 


M  '  all's 

I  n-  in's  Home  Companion 
('  jiolitan 

tion:  How  many  interviews  are  made  on 
"Ue  of  each  magazine? 

rer:  On  the  monthly  magfizines,  except 


True  Story,  the  Starch  organization  gets  between 
300  and  400  completed  interviews  on  each  issue. 
The  same  is  true  of  each  issue  of  The  Saturday 
Evening  Post,  with  a  slightly  smaller  number 
on  the  other  three  weekly  magazines  and  on 
True  Story. 

Question:  What  is  meant  by  “completed 
interviews”? 

Answer:  First,  that  each  person  interviewed 
is  one  who  had  read  the  magazine  prior  to  the 
interviewer’s  call,  and  second,  that  every  adver¬ 
tisement  of  one  half  page  or  larger  had  an  oppor¬ 
tunity  to  be  interviewed  on.  Otherwise,  the 
interview  is  discarded. 

Question:  Where  are  the  interview's  made? 

Answer:  All  over  the  United  States.  Here  is  a 
list  of  cities,  within  a  radius  of  100  miles  of  which 
the  interviewers  w'ork: 


Boston 

Detroit 

New  A^ork 

Indianapolis 

Philadelphia 

Chicago 

Baltimore 

St.  Louis 

Cleveland 

Minneapolis-St.  Paul 

Cincinnati 

Dallas 

Atlanta 

Seattle 

New  Orleans 

San  Francisco 

Louisville 

Los  Angeles 

Question:  Who  makes  the  interviews? 

Answer:  The  interviewers  who  confine  their 
work  to  our  continuous  magazine  survey  are  all 
women.  They  are  far  above  average  in  intelligence 
and  personality.  We  have  found  it  desirable  to 
use  mostly  college  graduates  or  the  equivalent. 
Uniformity  and  impartiality  are  stressed  in  their 
W'ork.  Their  work  is  constantly  supervised. 

Question:  Are  interview's  made  in  homes  or 
offices? 

2(13 


Ansiver:  Women,  for  the  most  part,  are 
interviewed  in  homes. 

The  majority  of  the  interviews  with  men  are 
conducted  in  places  of  business. 

We  interview  only  women  on  the  women’s 
■service  magazines.  We  interview  both  men  and 
women  on  the  weekly  magazines  and  also  on 
American,  Cosmopolitan  and  True  Story. 

We  interview  only  readers  eighteen  years  of 
age  or  over. 

We  aim  not  to  interview  the  same  person  twice. 

Question:  How  long  after  publication  of  maga¬ 
zines  are  interviews  made.® 

Answer:  We  start  interviewing  on  the  monthly 
magazines  one  week  after  they  go  on  the  news¬ 
stands  and  interview  on  the  issue  for  four  weeks. 
We  start  interviewing  on  the  weekly  publications 
three  days  after  they  go  on  the  newsstands 
and  interview  for  a  week. 

Question:  How  is  an  actual  interview  handled.^ 

Answer:  First,  the  cooperation  of  the  person 
being  interviewed  has  to  be  won. 

Then  the  interviewer  asks  which  of  the  current 
issues  (among  those  on  our  list)  the  person  has 
in  his  or  her  possession. 


Next  the  interviewer  asks  which  of  those 
magazines  (current  issues)  the  person  had  read 
prior  to  the  interviewer’s  cell. 

The  interviewer  then  asks  the  person  to  go 
through  the  magazine,  page  by  page,  and  indicate 
which  of  the  advertisements  he  or  she  had  seen 
and  how  much  of  them  had  been  read.  The 
interviewer  makes  a  record  of  the  results  of  each 
interview  on  a  tabulation  sheet. 

Our  interviewers  are  instructed  that  the  person 
being  interviewed  should  take  a  natural,  com¬ 
fortable  attitude  during  the  interview — that 
the  interview  must  be  made  without  hurry  or 
pressure — that  it  is  advantageous  to  re-create, 
as  nearly  as  possible,  the  original  situation 
surrounding  the  reading  of  the  publication. 
These  things  can  be  accomplished  by  the  experi¬ 
enced  interviewer  who  has  learned  to  use  proper 
questions  and  procedure. 

The  reliability  of  the  interviewee’s  recognition 
may  be,  and  frequently  is,  tested  by  questions 
regarding  the  surrounding  editorial  matter,  and 
by  questions  as  to  the  time  of  reading,  circum¬ 
stances  surrounding  it,  general  habits  of  reading 
the  magazine,  and  the  like.  As  a  rule,  the  majority 
of  persons  recognize  quickly  and  with  positive¬ 
ness  whether  or  not  a  given  advertisement  had 
been  seen  or  read  before. 


Author's  Note 


THKHK  are  79  advertisements  in  this  book 
were  rated  as  winners  according  to 
intt-rv  reports.  However,  these  are  not 

th<-  first  79  ads  that  come  to  hand.  Hundreds 
,.t  w  -.ning  advertisements  were  examined  in 
'  >  select  these  79  w'inners.  Here  is  the  reason 
?..r  tii)'  selective  process; 

il*-f arding  a  recent  issue  of  Time,  the  inter- 
1.  i.'v.«  rs’  reports  showed  that  a  certain  automobile 
giivertisement  was  the  best-read  in  the  issue. 
An  .-xamination  of  this  advertisement  showed 
tfsaf  it  contained  only  about  ten  words  of  copy 
s.*t  in  type  of  headline  size.  In  other  words,  to 
this  ad  was  to  read  it.  The  fact  that  it  was 
•■t..st-read”  was  not  an  outstanding  achieve- 
in.-nt.  Therefore,  the  ad  was  discarded. 

llegarding  a  recent  issue  of  The  Saturday 
i  -  iiing  Post,  the  interviewer’s  reports  showed 
; a  certain  insurance  ad  was  the  best-observed 
ir;  the  issue.  An  examination  of  this  ad  revealed 
•  lirtt  75  i)er  cent  of  it  consisted  of  a  huge  photo- 
£rr.iph  of  a  cat’s  whiskers.  The  author  has  worked 
nn  insurance  advertising  for  more  than  ten  years, 
i,i.d  most  of  this  has  been  keyed-coupon  adver- 
ti'  iig  where  records  are  kept  of  the  number  of 
....fs  produced  by  each  advertisement.  We  have 
ii<  \  .-r  been  able  to  produce  sales  with  any  such 
ii;/;»rre  device  as  a  photograph  of  a  cat  s  whiskers. 
1  .I*  r  -fore,  this  insurance  ad  was  discarded 
ih.iugh  it  is  doubtless  true  that  the  ad  did 
>.-^-ure  high  observation). 


A  number  of  other  advertisements  which 
showed  up  as  winners  on  reading  or  on  observa¬ 
tion  were  found  to  be  in  special  positions  in  the 
magazine,  such  as  back  cover  or  opposite  the 
table  of  contents.  These  were  discarded  (even 
though  many  of  them  were  good  ads)  because 
it  is  difficult  to  tell  what  proportion  of  their 
success  was  due  to  good  copy  and  what  propor¬ 
tion  was  due  to  special  position. 

An  effort  was  made  to  select  most  of  the  win¬ 
ning  ads  from  magazines  containing  a  large 
number  of  advertisements  such  as  Good  House¬ 
keeping  and  The  Saturday  Evening  Post.  Hie 
reason  is  that  it  is  a  greater  achievement  for 
an  advertisement  to  be  the  best  of  a  group  of 
200  ads  than  to  be  the  best  of  a  group  of  20  ads. 

In  other  words,  in  selecting  the  79  winners 
out  of  hundreds  of  winners,  every  effort  was 
made  to  be  certain — 

(a)  That  the  high  observation  or  high  reading 
of  the  advertisements  should  not  depend 
on  the  fact  that  they  had  the  advantage 
of  special  position  or  any  other  special 
circumstance. 

(b)  That  the  advertisements,  in  addition  to 
high  observation  or  high  reading,  should 
be  advertisements  that  were  built  in 
accordance  with  tested  methods  for  pro¬ 
ducing  sales. 


